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Wy do men fall for the 


Obviously, because there is nothing in 
your window to stop them. 


All shoes look alike to the layman, 
over a price range of several dollars. 
The only difference is in the price tag, 
so he buys according to the price tag. 


Whether he is right or® wrong is 
beside the point. You know quality and 
offer quality, but what good is qual- 
ity unless the public will pay for it? 


The first step in selling quality is 
to get the man into your store. To do 
that, you need something in your win- 
dow that will make him stop and look 
— something that makes him forget 
the price tag. 


The second step is to have a sales 





CHAIN STORE PRICE APPEAL 


and PUSS YOU DY 


—TO THE TUNE OF 46% OF ALL THE BUSINESS? 





story that clicks on the retail floor, so 
quickly that the man pays $7.00 when 
he meant to pay $3.95—and likes it. 


Until a short time ago, a selling 
idea like this seemed to be nothing 
more than a shoe merchant’s pipe 
dream. Today it is a fact. 


The idea has been perfected and 
patented. The sales appeal has proved 
itself at retail. The proposition is com- 
plete, with everything set for a real 
success. 


This idea will take you places. It 
is the soundest program that you can 
find anywhere that actually solves 
your biggest problem. Write or wire 
for information. 







ELF SUPPORTING 


WALTER BOOTH SHOE COMPANY, 302 North Broadway, Milwaukee, Wis. 
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VOICE of the TRADE 


THE Freeman Shoe Corporation 
of Beloit, Wis., in a letter to 
customers to acquaint them with 
the existing situation in the mate- 
rial market, says, in part: 

“Since the early part of this year, 
hide and leather prices have been 
on a steadily rising plane until now 
our entire industry is confronted 


R £ pt 





with this fact: Raw calfskins are 
today 94.4 per cent and kipskins 
91.6 per cent higher than they were 
just one year ago today. Texas and 
Colorado steer hides (sole leather) 
have advanced 61.1 per cent. 

“Reduced to men’s dress shoes 
of the grades we manufacture, this 
means an advance of approximately 
10 cents a pair. 

“On account of decreased herds 
due to the drought of last year, to- 
gether with generally improved 
business outlook, there is every in- 
dication that hide and leather mar- 
kets have definitely stabilized on a 
tigher level. 

“This is an actual condition fac- 
ing every manufacturer and mer- 
chant and from which none can 
escape. How shall we meet it? 
There are only two ways—either 
push quality downward or move 
prices upward. 


“Facing facts as they are, we are 
suggesting to our dealers that they 
temporarily make such adjustments 
in their retail prices of shoes on 
hand as are necessary to allow for 
a higher replacement cost. Any 
changes made by us will be done 
gradually and with our dealers’ in- 
terest in mind sinc > interests 


are mutual.” 
* * *% 


MICHIGAN merchants were so- 
licited recently by a salesman offer- 
ing mailing lists, to be sent each 
week over a four months’ period, 
giving names of men in the trading 
area whose wives’ birthdays would 
fall due during that week. Letters 


were to be addressed and ready for 
mailing, inviting these men in and 
mentioning hosiery as a suitable 
birthday gift. The salesman is to 
have claimed the lists were obtained 
from insurance companies. 

Schoff’s Shoe Store, of Cadillac, 
writes Boot AND SHOE RECORDER 
that when it did not receive the ser- 
vice, after signing a contract and 
making advance payment, a letter 
was written to the company. The 
letter was returned and _ investiga- 
tion showed the company was un- 
known. 


Page I! 


In checking this story with in- 
surance authorities, they report “no 
insurance companies release lists 
of names of policyholders or of 
ages.” 
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FRASER M. MOFFAT, dean, 
spokesman and president of the 
Tanners’ Council of America, said 
at the tanners’ convention last 
week: 

“The leather industry during the 
current year will consume upwards 
of twenty million cattle hides and 
kips, forty odd million goatskins, 
between thirteen and fifteen million 
calfskins, and approximately forty 
million sheepskins. In addition to 
all this, a huge volume of pig- 
skins, reptiles, and other exotic ma- 
terials will be tanned. If, as a 
major industry, we are to keep 
abreast of the world, to preserve 
our birthright as tanners, we must 
acknowledge and meet inevitable 
responsibilities. To my mind, the 
most important of these is think- 
ing and acting cooperatively. 

“As a major industry with a 
market as basically wide as that of 
any other industry, our public re- 
lations and educational work is one 
of our gravest responsibilities. The 














tanning industry’s market, the 130 
million consumers of shoes and 
other leather products in this coun- 
try, cannot be taken for granted. 
That market must constantly and 
emphatically be educated to a 
knowledge of the value of leather. 
If the leather industry neglects that 
duty, some other industry may be 
less remiss. 

“Spectacular stunts stimulate at- 
tention, but seldom hold interest. 
To be really effective, there must 
be a systematic and consistent pro- 
gram carried on year after year.” 


* * & 


*6WOU can cut a good man up, 
but you can’t cut him down,” says 
Irving Briggs, Walkover’s Denver- 
and-West salesman. Briggs has just 
been permitted to leave thé hos- 
pital after a series of operations 
and to resume life at Home, Sweet 
Home, which is 774 Grant Street, 
Boulder, Colo. 

While Briggs is getting back to 
normal his territory will be cov- 
ered by Bill Bailey, who has come 
out from the Keith factory to make 
sure the trade is well cared for. 











BAVID SARNOFF, president of 
the Radio Corporation of America, 
at the Forum on “This Changing 
America,” said: 

“Since the birth of our country 
the right to form their own opin- 
ions, reach their own conclusions 
and set their own standards of taste, 
has been the zealously guarded pre- 
rogative of the American people. 
Those who have no faith in the 
capacity of the public to distin- 
guish between good and bad, sound 
and unsound, true and false, when 
full information has been made 
available, will be without hope for 
any democratic form of society. 

“Public opinion may not always 
be infallible, but happily the rec- 
ords of democracy show that on 
great national issues it has risen 
triumphant over sophistry and 








GOING UP! 


COME ABOARD — 
CHEER UP! 








—I am writing this as we fly west- 
ward, ten thousand or more feet 
in the air. 

—It is night, but wonderfully clear, 
and below us cities and towns are 
passing by in almost continuous 
sequence. 

—I ask the pilot, "How go things?" 

— "Look below for yourself," he re- 
plies. “Ever see so many fac- 
tories, mills and foundries lighted 
up and working at night?" 

—"Surely looks good," say I. 
"Wheels of industry must be whir- 
ring again." 

—"You bet," says he, "some of my 
passengers tell me their factories 
are working overtime, with orders 
way ahead. And people are 
traveling, too. Flying business is 
at record high." 

—Sounds like good times ahead, 
doesn't it? 


Scat Tle. 


President 
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demagogy. Where politics or gov- 
ernment have temporarily swerved 
a nation from its true course, an 
aroused public opinion has ulti- 
mately expressed itself and pointed 
the way to the right road. Without 
such freedom of expression there 
can be no democracy.” 


* * * 


SKILLED workers needed. There’s 
a new demand here for shoemakers 
of skill and experience, also for 
other mechanics of like sort. Fore- 
sighted manufacturers are prepar- 
ing for business in larger volume. 
If they do not need skilled and ex- 
perienced workers at the moment 
theyll need them later. And so 
the hiring of them while they are 
relatively plentiful. 

It seems that comparatively few 
apprentices have been taken on 
since the depression set in, and the 
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consequence is that the supply of 
skilled workers is not up to normal. 
And as for the seasoned workers, 
a lot of them who were laid off 
when the depression set in, aren’t 
going back to work again. Some 
of them have aged beyond the 
working stage. Others have secured 
jobs, which, though not as gainful 
as a regular job in a shop, are so 
comfortable that they have no 
mind to give them up. Yet others 
have retired to the farm or some- 
thing like that. 

There being in sight fewer work- 
ers of seasoned skill and experience, 
and fewer new workers of limited 
skill and experience some fore- 
sighted manufacturers are taking on 
such capable men as they may, so 
doing in anticipation of better 
times ahead when more labor will 
be needed to get out the daily 
product. 

* * *% 
KE. H. RAINEY, of the Diamond 
Shoe Company, tells the following 
story to indicate the present-day 
super-salesmanship in some of the 
shoe stores: 

“A woman came into the store 
and asked for a pair of 6% ox- 
fords. The salesman said: ‘Are they 
for you, Madame?’ She answered: 


er 
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‘No, they are for a corpse.’ He re- 
plied: ‘Is that so. Was it someone 
near to you who passed away?’ 
She said: ‘Yes, it was my sister 
who died and we need to get a pair 
for the burial outfit.” He answered: 
‘That’s too bad. No doubt you 
and your sister were close to each 
other.” ‘Oh, yes, we were very 
close,’ was her reply. His next re- 
mark was: ‘By the way, did your 
sister have any foot trouble?’ The 
woman answered: ‘Yes, she had 
fallen arches.’ The salesman then 
suggested: ‘Maybe we had better 
include a pair of arch supports 
with these 614 oxfords.’ She thought 
it was a good idea and the final 
sale included the pair of arch sup- 
ports.” 
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WV ALTER C. ROOSE, of the Win- 
throp Shoe Company of St. Louis, 
says: 

“The outlook for Spring in men’s 
footwear is for the greatest tan 
and sport year ever—the most 
colorful season Mr. Man Peacock 
has ever had. The reverse calf 
movement in men’s shoes is here 
to stay, season in and season out. 
It is man’s first major change in 
footwear. Another good reason for 
the vogue is when reversing the 
leather the grain side comes close 
to the foot with no chance to bite, 
wrinkle or sag. It’s a great con- 
tribution to the freedom of man to 
enjoy new things in footwear the 


year round.” 
* * * 


THE war correspondents say that 
Italian soldiers in Ethiopia will 
need a new pair of shoes every 
three weeks, or thereabouts, for 
the soil of Ethiopia is hard on 
shoes. But the Ethiopians march 


over it barefooted, having hardened | 


their feet to it. 

Napoleon once made a remark 
to the effect that shoes are of sec- 
ond importance to soldiers, food 


coming first. 
* * * 


€. 0. SHERRILL, president of the 
American Retail Federation, says: 

“I have read with interest your 
editorial of the 19th of October 
issue entitled ‘Price Freedom Comes 
with Flexibility in Retailing,’ and 
I think you have stressed a very 
important point that unless and 
until agencies of government aban- 
don the various devices to load 
down the producer and distributor 
with burdens of taxation and re- 
strictions, it is rather absurd to 
continue to harp on a decrease in 
the price of shoes to the public.” 


* * * 


MORE cattle hides are being 
brought in, for the making of 
leather for shoes and other goods— 
total imports for the first eight 
months of this year being about 
5,900,000 pounds greater than for 
the first eight months of last year. 
The natural laws of trade are func- 
tioning in the raw stock market. 
Last year, when hides were plen- 
tiful and cheap, on account of the 


drought, hide exports increased. 
Now hides are scarce and high and 
so more hides are being imported. 


* * * 


°°EF a shoe store has more than 
two seats, those seats should all be 
numbered.” So says A. P. Spencer, 
floor manager of The Fontius Shoe 
Company, Denver. 

“We have a number on the back 
of each chair, from 1 to 136. When 
a customer calls for a salesman I 
simply say to him ‘Number 27,’ and 
he knows exactly where to go. If 
we had no numbers I would have to 
point at the customer, which is re- 
sented by everyone as the height of 
rudeness. Or I would have to 
describe her as “The one with the 
red hat, etc.’ That’s awkward and 
uncertain. 

“When we have more customers 
than clerks, I note on the back of 
the time card which I always carry, 
the number of each customer as she 
is seated. Then I always know 
exactly who is next and I cross off 
her number when I give her a sales- 
man. If I am called off the floor, 
I simply hand this card to the one 
who relieves me, and he knows who 
is next just as well as I did.” 


* * * 


FRED ALLEN in “Town Hall To- 
night,” said over the radio: 

“As I live and try to keep these 
$1.98 oxfords from squeaking with 


an English accent.” 


A COBBLER in a small Scotch 
town, being found guilty of a minor 
offense, was sentenced by the magis- 
trate to pay a fine of half a crown 
or serve 24 hours in jail at Perth, 
in the county seat. The thrifty Scot 
elected to go to jail. Arriving at 
the Perth prison, he said he would 
like to pay his fine, and he did 
pay his fine. Next he recollected 
that he was entitled to transporta- 
tion from the prison to his home, 
and he asked for and secured the 
transportation fee. Then, whiie 
waiting for a conveyance, he trans- 
acted some business which he had 
in Perth, and when he got back 
home he figured that he had re- 
ceived 2 shillings and 84 pence 
worth of transportation at the pub- 
lic charge, and had contributed but 
half a crown to the public treasury 
when he paid his fine. So, the craft 
gets the reputation for thriftiness. 


*% *% * 


SHINE with the hand. One very 
good way to shine shoes of the new 
saddle leathers, according to the 
leather chemists, is to clean the 
shoes thoroughly and then rub in 
some saddle soap with the palm 
of the hand—the heat of the hand 
being just enough to soften up the 
soap so that it can be rubbed 
thoroughly into the leather. There’s 
enough lubricant in the soap to 
keep the leather supple and, in fact, 
to preserve its texture as well as its 
fibre. 
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"So you couldn't keep your new shoes nice awhile. You had to get 
mixed up in a Public Works Program!!"' 
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SHALL WE 


by MURRAY C. FRENCH 


THE other day I was chatting with the shoe buyer for 
one of our more swanky department stores. This store 
caters to the limousine dames and its shoe sales will 
average well over the ten dollar mark. 

“How come,” I asked, “you do most of your adver- 
tising on your $6 shoes? Are you trying to build up 
your lower price business?” 

He looked at me in disgust. “Those ads,” he said, 
“are to pull people in, not to sell $6 shoes! 

“Here is what really happens. We have a name for 
high priced shoes. When we advertise $6 shoes we al- 
ways get a response. But the average woman who asks 
for those shoes takes one look at them and decides they 
are not what she had hoped. She then proceeds to buy 
a pair of the higher grades to which she is accustomed.” 

“Then why,” I asked, “don’t you advertise those high- 
er priced shoes in the first place? The advertising 
professors all agree a merchant should spend the bulk 
of his advertising money on his best selling lines. Yet 
why is it most shoe advertising, especially in depart- 
ment stores, stresses lower than average prices? Does 
that not give an incorrect impression of the store?” 

“No, it doesn’t,” he answered. “Our high priced 
customers don’t read ads. They don’t even want their 
‘exclusive’ styles to be broadcast in the newspapers. 
They come in because of our reputation. But when we 
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advertise cheaper shoes we get a response from new 
trade, a great many of whom we convert into regulars.” 

In an attempt to settle that question I nosed around 
the country a bit, asking a number of merchants 
whether they spent most of their advertising appropria- 
tion on best selling price lines or on lower than average 
prices—and why. 

First comes a keen analysis of the situation from 
George E. Peirce, Jr., of Thos. F. Peirce & Son, Provi- 
dence, R. I. 

“Our store is fortunate,” he says, “in having a reputa- 
tion for quality merchandise. Therefore we spend a 
very small part of our appropriation on institutional 
advertising, which is all that advertising of the highest 
grades amounts to, since there is no direct reaction 
from such advertising. 

“This leaves us free, therefore, to spend most of our 
budget in featuring the faster styles in the lower price 
brackets, which will average about $2 a pair lower than 
the general average throughout the store. We find we 
get almost immediate response from these low priced 
advertisements and they in no way detract from our 
standard of quality which is recognized here in Provi- 
dence.” 

But Sid Katz, down in San Antonio, disagrees. He 
insists it is better to feature the best selling price lines. 
not the lower prices. When this is done customers inter- 
ested in this price range will feel they can get a more 
complete assortment of shoes at that price. 


THEN 
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“In fact,” Mr. Katz argues, “by advertising lower 
than your average prices you tend to disappoint your 
trade, and the few customers you are able to raise to a 
higher priced shoe will not offset the harm done by the 
‘bait’ advertising. To build confidence with your buy- 
ing public let them know the grade of merchandise 
you carry and back up this policy with a complete size 
range.” 


IN this policy he is seconded by Andrew Connally, 
publicity director of Joseph Horne Co., Pittsburgh, who 
says, “As a policy I favor spending the bulk of the 
advertising appropriation on proven best selling price 
lines. Such a policy, adhered to, will trade up a public 
and a store, and in the long run will prove successful.” 

A similar thought is expressed by J. B. Stein of the 
Capitol Department Store, Fayetteville, N. C. “It has 
been our policy,” says Mr. Stein, “to select the best 
selling price groups and also the best selling patterns 
in these groups, then play them up biggest in our 
advertising. The theory is that we are giving an im- 
petus to an already fast rolling ball. 

“We feel the slower moving patterns and prices are 
carried for various reasons—accommodation, complete- 
ness of stock, competition, etc., so it really is not so 
important that we get quite the action on these slower 
selling groups—especially when the additional profit 
we have made on the better sellers will more than offsel 
what we may lose on the others by not pushing them.” 


Does it pay to advertise best selling 


price lines—or lower “bait” prices? 


W. C. Leonard & Company of Saranac Lake, N. Y., 
leans somewhat toward both theories. Their policy, 
says W. C. Leonard, is to spend most of their appropria- 
tion on best selling price lines. 

“It is very difficult to trace direct results of ads of 
higher priced lines,” he adds, “while it is comparatively 
easy to see results when lower priced articles are 
featured. Our policy is to get people into the store, 
then depend on salesmanship to build up the sales 
check. It is indeed true that the better class of customers 
will come to our store irrespective of advertising, while 
it is the bargain hunters who read the ads.” 

Phil Klevan of Klevan Brothers, Altoona, Pa., takes 
a shot at the other side with, “We believe in truthful 
representation of prices and cannot see the value or 
the reason for advertising lower than the average price 
range as a bait. 

“We seldom if ever deviate from our policy of adver- 
tising the price range of our entire store, leaving no 
misrepresentation in the minds of our readers, or in 
any way telling a story other than a truthful one. If 
shoes are sold in the store at $6 to $10 the prices are 
so advertised. 

[TURN TO PAGE 37, PLEASE] 























On the SQUARE... 


THE time has come for every merchant to take stock 


of the square toe and heel. How far will he go with 
this new fashion? In what shoes will he buy it, and in 
how many? Now, at the beginning of the Spring 
buying season, such questions are uppermost in his 
mind. We got up a list of leading questions on this 
topic of the moment. And we put these questions up 
to representative manufacturers and retailers. On the 
opposite page is a summary of their answers—a brief 
on the square toe that should, we believe, help you 
make your plans for Spring. And here on this page 
we give some side-lights of our own on the subject. 
The square-toed last, as we see it, is much more than 


What leading merchants have to say 
about the future, past and present 


of the important square last. 


just a novelty. It dramatizes something very broadly 
significant that is happening in the shoe business. The 
whole emphasis of selling is changing from pattern 
detail to the importance of silhouette. Women are get- 
ting more interested in the basic lines of a shoe than 

in its trimming. 
The appeal of the best square-toed shoe is an appeal 
of lines. It requires a new technique in designing— 
[TURN TO PAGE 40, PLEASE] 





by RUTH HARRINGTON 


A Consensus of Answers to the questions we asked 
leading manufacturers and merchants: 


Q. What, in your opinion, is the origin of, and the 
reason for the vogue for square toes and heels? 

A. The majority say war talk and military fashions 
supply the promotional reason. But the fashion an- 
tedates this military mode and stems from many 
sources—Peasant shoes, the Italian Renaissance 
theme, Modern architecture—all have a bearing 
on the development. 


@. How important is the square toe? Is it high 
style only or is it a mass fashion? 

A. The majority agree that square toes are enor- 
mously important as a promotional fashion. It is not 
expected to affect orthopedic shoes, but it is a factor 
in many semi-corrective lines. It is already a mass 
fashion, now shown and selling in the least expensive 
shoes, with high style retailers still much interested in 
it. The most enthusiastic retailers, however, would 
not buy more than |0 per cent of their stock in square 
toes at any price range. It's a novelty and must be 
merchandised as such. [TURN TO PAGE 40, PLEASE | 


The Single Shoe. One of the most important and successful 
square toed models which Bonwit Teller calls ''The Damascus 
Flat’ because of the damascening that makes the cut-out. 


The Display. (Page 16) This is the way |. Miller's Fifth Avenue 
Store dramatized the military note on square heels—with 
chiffon banner in flag colors coming out of a drum and the 
wooden heels painted in the same red, white and blue. 


The Square. Various photographic angles on the square toe 

from a collection that is promoting this fashion in all materials 

and in a great variety of patterns, featuring the use of the 
square heel in built-up leather, 


























Courts have held: “Shoes 
aré not “inherently dan- 
gerous.”” so merchants 
are not ordinarily liable 
for defects in their con- 
struction. But beware 
about guaranteeing 


any construction details. 


dé 


Lawsuits, damages, suits if courts 
rule heels are responsibility of maker and 
seller. 


Is a doorknob an article inherently 
or eminently dangerous? If it were so, the 
merchant could be sued for the black eye it 
might give to a keyhole peeper. 


Is an ordinary. bed an article that is 
reasonably certain to place life and limb in 
peril? Yet a majority of people die in bed 
and no suit is brought because it is a defec- 
tive product. 


Is a vacuum cleaner an article that 
is reasonably certain to place life and limb 
in peril when negligently constructed? No, 
no, a thousand times no, say. the courts. 


But in the State of Mississippi and 
some other states the merchant is liable in 
tort for the defective manufacture, in case 
injury is caused, by heels breaking off, caus- 
ing the wearer to lose balance and fall down 
stairs. 


eJ UST how far can the public go in demanding dam- 
ages for alleged defective materials or construction? 
In the State of New York the public can’t get to the 
witness stand because New York courts uphold: “Cer- 
tain things are inherently dangerous while others are 
not so held.” Shoes are universally held not danger- 
ous—viz.: Sherwood vs. Lax & Abowitz and Cook vs. 
A. Garside & Sons. 

But in the State of Mississippi, $5,000 was awarded 





























THE MODERN 


in the case of Mrs. Annie Morris vs. J. C. Penney Co. 
and this is only the beginning, for suits and damage 
claims entered by consumers against shoe merchants 
for personal damages and injuries sustained on account 
of alleged defective materials or construction are be- 
ing filed at an alarming rate. Not only that, but the 
courts and juries in several states have awarded sizeable 
damages. 

This filing of damage suits has reached such pro- 
portions that many insurance companies are refusing 
to do business in certain states due to the large number 
of unfavorable decisions rendered by the local courts— 
particularly when the cases have gone to a jury. The 
State of Mississippi is one where many actions brought 
against retail establishments have resulted in consider- 
able money sums being given to the plaintiff. 

Many of these cases have been settled out of court 
for substantial amounts. Some stores prefer to follow 
this method, rather than go through with the publicity 
attending a court action, and then being defeated. Shoe 
retailers are not the only ones suffering from this ap- 
parent wave of obtaining easy money. All retailers are 
finding a steady increase in the number of their cus- 
tomers who are demanding real money for real or 
fancied damages. 

Right now there is a tendency of the large chains 
and mail order houses to throw back the liability aris- 
ing from these claims onto the manufacturers. In fact. 
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The story of $5.000 for guaranteeing 
a defective heel — and the moral of it 
all is “don’t guarantee anything and 
don’t fall for liability for an article 
inherently or eminently non-danger- 


ous to use.” 





HEEL OF ACHILLES 


clauses are inserted in the buying contracts which defi- 
nitely provide that the makers of the goods must assume 
all liabilities arising from the use of the goods. 

Most insurance companies at the moment refuse to 
issue what is known as “Products Liability Insurance” 
or “Consumers” Liability” coverage. 

Important chain store heads who have this phase of 
their business under their supervision, are frankly all 
at sea as to their future plan of procedure. They have 
a hundred different rulings from as many reliable 
sources covering the many phases of the individual 
cases involved. 

In the opinion of the legal advisor of one of the 
largest shoe manufacturing concerns in the country, 
the manufacturer is not responsible for defective heels 
and so refuses to assume any responsibility. This same 
lawyer avers that the retailer of the shoes is not liable, 
as the assumption is the shoes were properly con- 
structed and the retailer has no means of ascertaining 
otherwise. Nevertheless, courts frequently permit such 
cases to be determined by juries, which award sizeable 
damages. 

Prevalence of these damage suits is enough to cause 
alarm to every merchant. As Alex Shilstat of the Bos- 
ton Shoe Store in Vicksburg, Miss., phrased it, “One 
may readily see in the future on cases of this sort that 
they might lead to a new racket unless legislation can 
be quickly passed to protect the shoe merchant. 


Retailers of shoes are to a large extent to blame 
for the number of damage suits brought against 
them. Proprietors of stores, especially those lo- 
cated in the smaller communities, invariably con- 
clude a sale with a definitely stated guarantee 
relative to the perfection, quality and fit of the 
shoes they or their employees sell. “If anything 
is wrong with the shoes, just bring them back to 
us, as we guarantee everything we sell,” is a com- 
mon parting or concluding phrase in shoe selling, 
It is a statement that should never be used, as it 
may involve future liability. 

It is not strange that the purchaser believes such a 
statement, and when anything real or fancied happens 
to their shoes, back comes the customer looking for 
redress. In case something serious happens like a 
broken leg resulting from a broken heel—then the 
retailer finds himself in a tight spot. 

The law is very definite in all parts of the United 
States relative to the liability of the seller or retail 
merchant being held responsible for damages arising 
from the merchandise he sells. Courts in every state 
have ruled that lack of knowledge of defective condi- 
tions of merchandise by the seller does not constitute 
liability. 

Courts hold to this rule: Certain things are in- 

[TURN TO PAGE 42, PLEASE] 
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WHAT DO WE FACE 


SEVERAL facts in the broad economic picture merit 
attention. Perhaps foremost among these, is the 
assumption of economic power by the Government. 

Without any political or partisan prejudice, this 
seems to me an extremely disquieting trend. For as 
long as the Government is an economic power to be 
reckoned with in business, we must acknowledge that 
we live in a new order. It is an order under which 
business is involuntarily bound by broad obligations 
and subject to the uncertainty of political caprice. To 
my mind the importance of this unwilling partnership 
is the tendency it shows of becoming more than a 
transient affair. There are times when abnormal 
growths finally require major surgery, and such oper- 
ations may not prove pleasant alternatives because of 
their danger and consequences. So too, when wheat, 
cotton, corn, and what not have been artificially sup- 
ported for any length of time, the consequences of 
eliminating, for instance, the AAA may loom as highly 
unpleasant. And for such reasons, the growth of vari- 
ous economic powers, controlled by the Government, 
cannot be lightly regarded by industry. 

One further matter with respect to the general out- 
look appears to me of outstanding importance. We 
have been hearing a good deal of late of the huge re- 
serves of bank credit that have accumulated in the past 
two years. We are told that enormous potential credit 
sources coupled with the torrent of Government spend- 
ing may create a great expansion of credit. As the 
consequences of such an expansion or credit inflation 
there may be expected an increase in basic industrial 
activity, still greater speculative activity and perhaps 
an advancing price level. However pleasant such pros- 
pects may appear today, there are several factors that 
raise unpleasant questions regarding the future. Re- 
member that a whirlwind may be reaped, after the 


wind has been sown. It is true, perhaps, that the 


powers that be can exercise more efficient control of 
the credit structure than ever before. 
who would dare to recommend the water bucket after 
the embers have been whipped up into a promising 
blaze. We have a particular interest in such possi- 
bilities because as an industry we have suffered from 
the excessive fluctuations of our raw material. Can we 


Yet I wonder 


forget that when the tide turns we still hope to be 
going concerns, with raw material in our plants and 
leather in our stores? 

I have not indulged in these remarks because I 
fancy myself as an economist or because it is one of 
the pleasant customs of these times to salute General 
Business before getting down to brass tacks. It is my 
profound conviction that we should be under no illu- 
sions as to the immediate future. We are still very far 
from any point where responsibilities can be shed with 
the assurance that clear sailing is ahead. 

One responsibility above all cannot be shed; that is 
the responsibility, the clear necessity, of thinking and 
acting as an industry. 

You will recall that at our convention last May, 
great importance was attached to the dangerous possi- 
bilities inherent in price developments. At that time, 
while the danger was still remote, several events were 
foreseen. We must acknowledge today that our fore- 
sight was accurate enough. The price levels of our 
raw materials have risen considerably, the speculative 
factors, inevitable perhaps in any industry, have gained 
in prominence, and we are uncertain of future trends. 
Nevertheless, there are several facts, based upon care- 
ful analysis, which we cannot ignore and which should 
mold our judgment. 

The tanning industry has been maneuvered between 
the two forces of rising raw material costs and inflexible 
shoe prices. These conditions are the basic problems 
of the industry today. We are all affected, no matter 
what type of leather we produce, because no tanner 
can escape the consequences of these forces. 


A great many myths have sprung up in the re- 
cent past about the failure of shoe prices to rise 
in even slight response to higher raw material 
costs. It seems incredible, yet retail shoe prices 
were no higher in October than a year ago. Not 
one shoe manufacturer will deny the need for a 
reasonable advance in prices, not one shoe man- 
ufacturer will deny the danger of this shortsighted 
price policy. Yet nowhere in the shoe industry 
do we find any attempt to act on reason and fact. 


Instead consumer income, price resistance, loss of 
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TOMORROW ? 


And How Should Business Men Shape 
Policies and Plans in a Period of 
Transition and 


Unprecedented Change? 


What about Shoe Prices when Raw Mate- 
rials 


Are Rising? 


Percival E. Foerderer, Chairman of the 
Board, Tanners Council of America, 
Touches on Some Vital Problems in Ad- 
dressing the Council's Convention in 
Chicago, October 24th. 


volume, are all trotted up and paraded by shoe manu- 
facturers as the dreadful dragons of their industry. 
Tanners are told that the consumer is a dictator whose 
displeasure cannot be incurred lest the shoe industry 
be completely destroyed. Tanners are warned that 
demand for shoes would be immediately curtailed 
were any attempt made to raise prices. Superstitious 
reverence is attached to the position of this or that 
manufacturer as an infallible weather vane. Above all, 
leather prices must be held down, advances resisted; 
tanners must help and support the shoe manufacturers 
in their dreadful plight. There is an enormous amount 
of nonsense in this reasoning, and we tanners are in 
part responsible. 

But what are the real facts? Shoe prices are not at 
economic levels. Sound price policy, far from injur- 
ing or curtailing the shoe market, is the only sane 
course the shoe industry can adopt in sheer self interest. 
No extortion of the public, no raid upon consumer 
income is necessary to increase average prices moder- 
ately. Demand for shoes in this country has been un- 
usually stable during a highly unstable period. There 
was produced last year, and there will be produced this 
year, almost as many shoes as in 1929. Precisely as 
tanners in their worship of volume, shoe manufacturers 
and distributors have over-reached themselves to a 
point where that same volume might well be obtained 
at a more reasonable price level. 

I have said that we are in part responsible for this 


PERCIVAL E. FOERDERER 


condition. As an industry, we have been all too recep- 
tive to the wails of our shoe manufacturing brethren. 
Certainly no one would accuse tanners of exorbitant 
profits, if any, over the past ten years. Our business 
is the manufacture of leather, yet we have taken upon 
ourselves a good share of the shoe industry’s troubles. 
Today when our legitimate right to a fair and reason- 
able profit is imperilled more than ever, we are justi- 
fied in refusing to assume those responsibilities which 
belong to the shoe industry. 

No great degree of economic wisdom is necessary to 
realize the full import of present conditions. Unless 
shoe manufacturers bring about a more economic 
price level, and tanners get the full value for their 
product, we shall be more tightly squeezed than ever. 
From a long range point of view it is imperative that 
we act and by our firm stand contribute to action by 
the shoe industry. For the longer shoe prices remain 
fixed at abnormal and unnecessary levels, the more 
difficult it will be to change them. Not only do con- 
sumer buying habits become fixed, but, what is worse, 
manufacturers and merchants lose their perspective 
and remain rooted in the fears and fancies of yesterday. 

Let me emphasize that this is not a plea for privilege, 
it is a plea for a more reasonable basis of business in 
the shoe and leather industries. It is a plea for long 
range thinking to assure the continued stability of the 
industry. 

[TURN TO PAGE 37, PLEASE] 












THE machine has reduced hours of labor and man- 
kind has benefited in health, happiness and standards 
of living. But since the NRA, some parts of retailing 
have reverted to the long-hour schedules and gone 
from bad to worse in the relationships of employer with 
employee. 

The man who works in the factory appreciates the 
necessity for saving and planning for the weeks of the 
year when there is no production and consequently 
no payroll. The man in the store, on the other hand, 
saves little and feels secure in the fact that work is 
usually continuous the year round. 

At the moment we are not so much concerned with 
factory hours—for that is tied up with the amount of 
production, and in the main the man who works at 
the machine has had his hours of labor reduced so that 
practically nowhere in this country but what the lot 
of the worker has improved with the progress of the 
times. 

The same cannot be said of the man working in the 
field of distribution, for some stores, in big cities in 
particular, once released from the code regulations, 
have stretched out hours to the breaking point. If 
increased wages had kept pace with increased hours, 
there might not have been discord between some of 
these employers and employees. On top of this stretch- 
out of hours comes the policy of payment. When a 
salesman is on a commission basis and he puts in 
60 to 76 hours a week, and can’t make a living, that 
store might just as well send a postcard to the business 
agent: “Come around and organize,” for that’s pre- 
cisely what happens when conditions become in- 
tolerable. 

Another factor in the growing unrest of the man at 
the fitting stool is the feeling of insecurity. It is usually 
the man with the weakest sales book who starts the 
“tunnel work” to unionize clerks. The better man, who 
can earn a good week’s pay, is compensated in both 
money and ambitions for some day he may want to 
have a store of his own. The weakest stores usually 
fall first for just the fear of picketing forces them 
into an act which is unnecessary in a business where 
there is a true partnership between merchant and 
employees—where both profit through the volume of 
business done. 
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But by and large, the factor of security is the major 
point at issue. The promotion in many cities for union- 
ization is accelerated now largely because of the fact 
that before long this subject of social security will 
be partly solved by the Social Security Act as passed 
by Congress. At least it is something in the direction 
of making a man feel that when he is old, and can no 
longer compete at the fitting stool with the young man 
(who is so much sought after) that there is something 
at least for his old age. In view of the fact that this 
legislation starts with January Ist, explains the haste 
with which organization is being urged by business 
agents who have most to profit by the security of jobs 
for themselves. 

We have no protest with unionization in crafts and 
trades, but cannot see it in retailing under normal, 
natural and cooperative management. But we do feel 
that some clerks are being sold an idea that in the 
long run will not gain for them the standing and se- 
curity that good work at the fitting stool will give 
them under the American system of enterprise. For 
the competitive system still exists—store between store 
and man between man. Retailing is not standardiza- 
tion, and meritorious salesmanship must be rewarded. 

Let us look at the factors of social security developed 
by law, to see what part they play in the future of 
retailing. 

The Social Security Act recently passed by Congress, 
is an attempt to increase employees’ security on a na- 
tional scale. Its main points will be described briefly. 

The Act involves two separate undertakings, unem- 
ployment insurance and old age benefits. There is abso- 
lutely no connection between the two projects. 

Looking at unemployment insurance first, we see that 
the Act specifies what shall be collected and from 
whom. But it makes no provision whatever as to 
who shall and who shall not receive unemployment 
benefits. That is left up to the individual states to 
pass such laws as they see fit—subject to the ap- 

[TURN TO PAGE 46, PLEASE] 
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STYLED BYA 
FAMOUS DESIGNER 


ERE pictured is the latest addition this new heel has a design from the 
H to the famous family of Goodyear drawing board of an artist noted for 
Wingfoot Heels—a rubber heel witha the success of his work in styling 
firm foundation of wood, to give it the products of many kinds. 
smart-fitting, trim-fitting, tight-fitting 
perfection which the heels of a quality Naturally, such a heel costs more to 
shoe should have. build, but in the style and smartness 


And to make it still more of a decora- it adds to any shoe, it is amply worth 
tion to any shoe on which it is used, its extra price. 


THE GREATEST NAME IN RUBBER 


WINGFOOT HEELS 


MORE PEOPLE WALK ON GOODYEAR WINGFOOT HEELS THAN ON ANY OTHER KIND 
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WOODEN SHOES ON PARADE, CHARLES KOOP- 
MAN SEATED ON HIS WAGON LOAD OF 
WOODEN SHOES IN THE HAY AND DAIRY 
FIESTA PARADE, AN ANNUAL FEATURE IN 
THE DAIRY DISTRICT OF CALIFORNIA. 


"THE type of shoe that can be made to fit with a ham- 
mer and chisel or with a scalping knife and which can 
be polished with a paint brush and a can of varnish is 
not an unknown entity in America. 

In the town of Hynes, located a half-dozen miles 
north of Long Beach, Cal., there is a store commonly 
called “The Dutch Store” where wooden shoes figure 
big in the volume of business transacted. 


A Busy Shoemaker Working In 
Wood Supplies the Shoe Needs of 


a Thriving Dutch Community 





A SIDEWALK DISPLAY BUILT 
AROUND A WHEELBARROW AND A 
PAIR OF GIANT WOODEN SHOES 
BRINGS BUSY DUTCH FARMERS INTO 
THE NOVEL SHOP OF THE DUTCH 
STORE AT HYNES, CAL. 
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Wooden Shoes 
Sold by Hundreds 


In This American 
Shoe Store 


From 1200 to 1500 pairs of wooden shoes, 400 to 
500 pairs in each shipment, are sold annually and are 
worn by the Hollander customers almost as consistently 
as they are worn in Holland. 

The village of Hynes is the largest hay market in 
the United States and one of the largest, if not the very 
largest, centers for milk transport business. Nearly 
$6,000,000 worth of milk was tanked out of the village 
during the year 1934 and there will be a bigger total 
this year. To produce this milk hundreds of Holland- 
ers have come into the region and gone into the dairy 
business. That means a keen demand for wooden shoes. 

Charles Koopman, member of the firm of Koopman 
and Sons which owns The Dutch Store, says he has to 
have a stock of at least 1000 pairs of wooden shoes 
on hand at all times and the price range is from 75 
cents to $1.75. The average pair brings about $1.60. 

The shoes come in three different kinds of wood— 
willow, poplar and eiperen. Koopman considers willow 
the most practical material for it is light and durable 
enough. It can readily be scooped out with a knife to 
relieve pressure on a corn. The turnover is plenty for 
the shoes crack from water soakage and they cave in 
when cows step on them. 

[TURN TO PAGE 63, PLEASE] 
































BOOT AND SHOE RECORDER, November 2, 


MT. EVEREST (TIBET) 
29,141 FEET 


/ 
ea 


GODWIN-AUSTEN (INDIA) 
28,250 FEET 





1935 





WHAT IS THE 





BIGGEST 
MOUNTAIN IN 
THE WORLD? / 





ml 


MT. EVEREST, 
ISNT IT? 








ITHINK ITS 








Wil 


But there's no question about the BIGGEST 
MAGAZINE... the next biggest is so far behind! 


AMERICAN 
WEEKLY 











MALL-CIRCULATION MAGAZINES 
S reaching a select few may be all right 
to sell $20,000 pipe organs, but when 
you’re pushing the necessities and luxu- 
ries of life, it takes a magazine that goes 
into the most millions of homes to pro- 
duce the greatest possible volume of sales 
for you! 

That’s the kind of circulation support 
that manufacturers using The American 
Weekly give you. This powerful adver- 
tising medium reaches over 5,500,000 
families every week—twice as many as 
receive any other magazine. 

Here is an advertising force that does a 
real job for you because it reaches from 
one out of five, to one out of every two 
families in the rich buying areas where 


Greatest 


70% of all families live, and where 80% 
of all retail sales are made! No wonder 
retailers enjoy a quicker turnover of prod- 
ucts advertised in The American Weekly. 


What The American Weekly is 


The American Weekly, largest magazine 
in the world, is distributed through the 
17 great Hearst Sunday Newspapers. 

In each of 158 cities, it reaches 

one out of every two families 

In 146 more cities, 40% to 50% of 

the families 

In an additional 139 cities, 30% 

to 40% 

In another 171 cities, 20% to 30% 
...and it reaches an additional 1,982,000 
families in thousands of other communi- 
ties, large and small. 


Circulation 


MORE THAN ‘ 
lpineyy aoe in the World 


5,500,000 COMPETITOR 
CIRCULATION CIRCULATION 


“*The National Magazine with Local Influence’’ 
Main Office: 959 Eighth Avenue, New York City 
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ADVERTISING CAMPAIGN 


HE BIG NEWS of 1936... the outstanding qual- __ tures and sells at $6.50 for most styles... the shoe that 

ity of Krippendorf FOOT REST SHOES backed in 1935 gained 84% in sales on sheer merit . . . that 
by a big national advertising campaign for spring... now, supported by nation-wide advertising in women’s 
powerful additional sales support for every dealer. magazines, offers you the most-talked-about and _ prof- 


itable shoe opportunity in the industry. 
Good Housekeeping, Ladies’ Home Journal, McCall’s, 


Vogue, Harper’s Bazaar, Sunset Magazine ... these Krippendorf further backs you with complete merchan- 
influential publications will carry the sensational Foot  dising helps . . . newspaper advertising mats, consumer 
Rest story to the women of America...a total of folders, price tags, letters, postcards, radio continuity, 
12,777,327 advertisements concentrated in April, May _ electric signs .. . everything needed to direct the entire 
and June, the peak of the shoe-buying season. force of the national advertising fo your store. 


































And Krippendorf goes all the way—parallels this adver- Mr. Dealer, this is BIG-TIME MOST STYLES 
tising with sensational new footwear—FOOT REST, NEWS: Write today for full details § c 0 
the shoe that combines a_ of the Foot Rest Opportunity. - — 



















< VEC ann yi sm 4 There is a Foot Rest Shoe for Every Woman , oan ” 
KRIPPENDORF . _ 
SHOE IS A : — 
Saeiax « *« THE KRIPPENDORF DI' 
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“| Introducing the Sensationally New 
SNUG HEELAST 


(Shorter from Ball to Heel) 





*han- 
umer 


uity, This construction, shorter from ball to heel, insures snug, glove-like fit at the 
- heel, as shown in illustration, without sacrificing toe room. This Snug Heelast fea- 
ni uire ture appeals to women, and it sells Foot Rest Shoes. 


Three Other Foot Rest Features 


rYLES : \ An invisible Heel Cushion of live rub- Rolled Insole to give additional support 
: | >», ber to absorb the shocks of walking. to the inner side of the foot. 

— ae ey “i sok ott - — Metatarsal Cushion of live rubber to These features are in every Foot Rest 

pte ages tl pe ged mo fong Support the metatarsal arch and retain shoe, and combine to give the wearer 

rificing toe room. back construction. the elastic step of youth. new and perfect balance in walking. 














FIDITTMANN COMPANY, Cincinnati, O. 
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October 16, 1935 
May Ist May Ist May Ist June Ist Oct. 15 
1932, 1933 1934 1935 1935 

ier iNOBR 5s asco sos os $ .8030 $ .5960 $ .8550 $ .8844 $ .9910 
Cloth linings and doublers.. .0490 .0408  .0686 .0629  .0645 
Leather linings and trimmings .1543 .1187 .1810 .1542 .1800 
NN OE OE ORR e 0064 .0961 .0070 .006!1 .006! 
EM RONRBOON: se ccceisce-ciceis ass 7034 = .5890 .7360 =.7160 ~=.7710 
YS ee eee 9350 .7764 .8661 .9803 .9803 
Cartons, cases, etc.......... 0640 .0600 .0680 .0680 .0680 
eS eee eee 0950 .0950 .0950 .0950 .0950 
Findings, laces, etc.. ....... 1924 .1768 .1967 .1952 = .2048 
Lasts, dies and patterns..... 0600 .0600 .0600 .0600 .0600 
Factory expense ........... 3560 .3550 .3450 .3600 .3650 


rr: 
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Total factory casts......... 
Selling and administrative 
costs including salesmen's 
commission, advertising, 
reserves for bad debts, etc. 





$3.4185 $2.8738 


-7429 





$3.4784 $3.5821 $3.7857 






7291 =.6804 =.7119 = .7244 
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NOTHING carries more conviction than a self-evident 
fact—except, perhaps, three or four equally self-evident 
facts. Therefore we recommend to the retail shoe mer- 
chants of the country a careful study of the Boot AND 
SHoe Recorper’s Measuring Stick of the Trend of 
Prices, reproduced herewith and brought up to date 
after a lapse of four short but somewhat hectic months. 

The shoe selected for the purpose of comparison is 
identical in every case—a medium grade, plain black 





Russia calf oxford for men. 

This shoe, the production cost of which was $3.6029 
on May 1, 1933, had advanced to $4.2940 by June 1 of 
this year, and since that time has risen in cost about 22 
cents a pair more. The exact factory cost on Oct. 15, 
this year, with materials prices taken at the market 
as of that day, was $4.5101. 

Expressed in terms of percentage, during the 29- 
month period from May 1, 1933, to October of this 
vear, there was an increase in the cost of this shoe of 
about 221% per cent. About 20 per cent, or one-fifth, 
of this 22% per cent 29-month increase has been 
achieved in the last four months. 

Another interesting fact to note is that upper stock 
(up about 12 per cent since June 1 of this year) and 
bottom stock (up more than 7 per cent in the same 
period) are not the only raw materials which have 
advanced in price. In fact, eyelets are about the only 
shoe parts which have managed to remain on an even 
price keel. Leather linings and trimmings scored a quite 
heavy advance (about 10 per cent); while the advance 


$4.1614 $3.6029 $4.1588 $4.2940 $4.5101 


MEASURING STICK OF SHOE 


How the Quotations on Component Items Have 
Fluctuated, Down and Up Again, From 1932 
until Now — Know Why Shoe Prices Are Rising 






PRICES 


made by cloth linings and doublers was considerably 
less. 

It is important to keep in mind, in studying these raw 
materials prices, that they may not represent the exac! 
cost to any manufacturer. The prices given in this 
Measuring Stick are those at which the various items 
sold on the date selected to assemble the figures. Th: 
Measuring Stick, nevertheless, is the best possible price 
barometer and has proved its worth over a period of 
more than 20 years. 


@MC to Buy Laced Boots 


Boston, Mass.—The Boston Quartermaster Corps o! 
the United States Army is inviting bids for 40,000 pairs 
of service shoes—bids to be opened Nov. 18. Othe: 
items on the list of government requirements include 
5000 pairs of arctic type, cloth-top overshoes, bids tv 
be opened Nov. 19; 40,000 pairs of garrison shoes. 
bids to be opened Nov. 18; 25,000 pairs of leathe: 
laced boots for mounted enlisted men, bids to be opened! 
the same date; 40,000 pairs of 40-in. brown shoe laces. 
and 70,000 pairs of 45-in. brown laces, bids for whic! 
will be opened Nov. 19. 

Specifications for laces require that these be o! 
superior quality, long staple cotton, of tubular con 
struction with a tensile strength of not less than 38) 
pounds. “Laces,” says the advertisement for bids, 
“shall be equipped with tips that will not come off and 
will correspond to the color of the upper leather. Dye 
to be fast color.” 
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GIVE YOURSELF A REAL CHANCE TO MAKE 


| | ] | | | 


“Shoes of good quality and sound construction, 
which maintain fitting qualities and which do not be- 
come distorted under stress of wear, are both better 
for the feet and a better economic proposition,” says 
the British Boot, Shoe and Allied Trade’s Research 
Association in a recently published pamphlet. 


KISTLER “BENCH BRAND” SOLE LEATHER 


is figuring heavily in the production of such shoes for 
men of America. Note our impressive illustration; a 
highly scientific shoe in design and construction with 
BENCH BRAND leather soles adding to its excellence. 
To sell shoes whose construction enhances style, qual- 
ity, fit, comfort, wear and foot health, is to give your- 
self areal chance to make money. 





FOUNDED 1840 


HLL | {| [ [319 a. STREET - BOSTON - Mass: | ||| 


When writing advertisers please mention Boot and Shoe Recorder 
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Meet this Great Team 


Earl Standish Bill Pick Marvin Wheeler 


Ore., a Idaho, Illinois and lowe N. Y., Pa. and Del. 


Stanley Cutter Buford McWhirter Bill Davis 


Ohio and Indiana Mo., Kan., Neb., Okla. Md., Va., N. C., S. €., Ga., 
Fla. 











An Unbeatable Fourteen 


These fourteen salesmen are now calling 

on their trade with the new Spring, 1936, 

— line of Everyday $4 Fashion Welts and 
Fashion Welds. 


It’s a great line... even better than the Fall 


line which showed the biggest sales in- 








crease since the line was originated. 


DUNN AND McCARTHY, INC. 


AUBURN, N. Y. 


When writing advertisers please mention Boot and Shoe Recorder 
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of DUNN and McCARTHY salesmen 


Bill Howe Red Arnold Emil Goldman 


New England Ohio, Ind., Ky., W. Va. Cal., Nev., Utah, Ariz., 
‘ N. M., Colo. 


Elton Harrell George Moore Charlie Schwenk 
Wis., Minn., N. Dak., Michigan Tex., La., and Ark. 
S. Dak. 








Selling Unbeatable Everyday $4 Shoes 


If you would like to have one of these men 


call on you, so you can see this fast-selling, 


° ° T O’Bri 
profit-making line of shoes, won’t you send commana ial 


New Jersey 


us a post card? 


Then we'll see that the representative for 








your territory calls upon you promptly. 


$4 Fashion Welts and Fashion Welds 


When writing advertisers please mention Boot and Shoe Recorder 
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Trends of Today 
im 
Shoe Copy and Layout 


MOST shoe ads still show shoes, but that’s about the 
only thing this season’s newspaper advertising has in 
common with the sort of shoe ads we used to see. Even 
the illustrations are different. Advertising men, ap- 
parently, have adopted a policy of bold experimenta- 
tion in an effort to make shoes more interesting in the 
eyes of the public. They are seeking a new approach 
to an old problem, and while it’s a little difficult to 
measure in dollars and cents the tangible results of 
their efforts, they have certainly succeeded in putting 
a lot more eye appeal into layouts, illustrations and 
typography. 

There is also a distinct effort to revitalize retail shoe 
advertising from the copy angle—to get away from 
the sort of copy that consists for the most part of nice- 
sounding words and say something that will really 
sell the shoes. All of which is very gratifying and very 
much in line with the recommendations Boot AND SHOE 
RECORDER has been making for some time. This, more- 
over, is a particularly auspicious time to launch a bold 
campaign of better shoe advertising. Business is on 
the upgrade. There’s a better chance of making ad- 
vertising more effective, by improving its quality and 
appearance. Other stores, in other lines of business, are 
doing the same thing. Unless the shoe stores fall in 
line, they’re likely to lose out in the competition for 
the extra dollars the public will have to spend. 

This week we illustrate a number of very interesting 
retail shoe ads that serve as typical examples of the 
very evident determination to get away from the old 
perfunctory ways of advertising shoes. Aside from the 
fact that they all seek to sell more shoes, these ads are 
quite different in their purposes and in the ways by 
which they have set about to accomplish their aims 
and objectives. 

Consider, for example, the Lord & Taylor advertise- 
ment with the heading “Oxfords . . . formal style.” 
This is a fashion ad and one of the most artistic we 
have seen. The technique employed is being used in 
one way or another by a good many retail advertisers 
this season—that is to say, a light crayon background 
of a fashion figure with the merchandise in halftone 
superimposed upon it. In this case, the copy appears 
on a Ben Day panel and the text is in the typewriter 
style of type, which Lord & Taylor pioneered and have 
been using for some time. The same type of advertis- 
ing is being used by the store in its various departments, 
but it appears specially well adapted to shoes and the 
[TURN TO PAGE 44, PLEASE | 
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Ads This Season Are Planned With a 
Definite Purpose to Sell a Style, a Line 
or an Idea and to Make Shoes More 


Interesting to the Folks Whe Buy Them. 


The advertisement at top, captioned "Black as a 

sports accent'’ was used by Volk Bros., Dallas, as 

part of a campaign to promote a special group 
of shoes. 
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LIGHT ON YOUR FEET 


REG. U.S.PAT. OFF. 


VOGEL-PATTON 
SHOE COMPANY 


announce acquisition of 
the rights to manufacture 
and distribute the famous 
FOOT FRIEND SHOE 
for women 


formerly made by 
JULIAN & KOKENGE CO. 


The FAMOUS 
NATIONALLY 
ADVERTISED 


FOOT FRIEND 
SHOE 


now puts better fit, greater 
flexibility, smarter styling and 
finer quality within the reach 
of millions of women at the 
new low retail price of ... 


THE NEW ORGANIZATION — The officials of newly formed Vogel- 
Patton Shoe Co. are capable, experienced and successful shoe men who 
have pooled their individual abilities to give the trade outstanding value 
in an established line of women’s feature shoes at a price which will create 


volume sales. 


This new organization is located at Neenah, Wisconsin, a community 
where fine shoemaking has been a tradition for fifty years. 
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fhe New FOOT FRIEND Shoe . . . Features of the New FOOT FRIEND Shoes ... 


all else is designed to provide the inde- New FOOT FRIEND Shoes will be made over newly designed 
ent shoe retailer with the nationally- lasts which embody the latest proven features of back part 
yertised, thoroughly-reliable, trade-marked measurements. The object, of course, being to stimulate re- 
line necessary to assure his future success in peat sales through perfection of fit and superior comfort to the 
the shoe trade. With this one thought upper- wearer. 
most—the Vogel-Patton Shoe Company has The new FOOT FRIENDS have been styled by two of the 
ared no effort in a complete revision and im- greatest retail authorities on style in this type of footwear—an 
provement in FOOT FRIEND styling, con- jjlustration of how thoroughly the subject of value and sale- 
struction and quality. ability are being considered. 

“ A great many of the new FOOT FRIENDS will be carried in 
stock in a complete range of sizes and widths. 

















The FOOT FRIEND Shoe DEL- The FOOT FRIEND Shoe DEL- 
WELT CONSTRUCTION will flex WELT CONSTRUCTION has the 
with only two pounds of pressure. entire sole thickness for wear. 


New 
DEL-WELT 
CONSTRUCTION 





Improves 
FOOT FRIEND 
. Shoes 
The ordinary weit shoe re- The ordinary welt shoe only has 
quires 30 pounds of pressure half the sole thickness for wear. 
to flex. By the use of this proven and 
a accepted new process of welt 


construction, with stitched soles, 
FOOT FRIEND Shoes will have 
an unbelievable flexibility and 
will be the first medium priced 
feature shoe to embody this new 
method exclusively. 
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Gir 


for the new exclusive 


FOOT FRIEND 


PROTECTED FRANCHISE 


Representative dealers can obtain this exceptional line in 
communities where FOOT FRIEND SHOES are not already 
placed. We urge an early response in order that you may not 


be disappointed. 


Remember—sales of this well-established line, with con- 
sumer consciousness already created by the expenditure of 
over $300,000 for national advertising, will be immediately 
speeded up by the new and greater values—lower price—and 


new plans for extensive national advertising. 


FOOT FRIEND salesmen will be on their territories early in 


November—and you must see this new line to fully appreciate - 


what it means for the future of your business. Do not delay! 


Write now! 


VOGEL-PATTON 


SHOE COMPANY 


NEENAH, WISCONSIN 
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Get ‘Em In, Then Push ‘Em Up 


[CONTINUED FROM PAGE 15] 


“From time to time I believe it is a 
good policy to have a ‘change of pace’ 
in advertising, switching from price to 
quality, then to institutional copy, and 
ever so often promoting the entire 
store in a general ad quoting the actual 
prices. Telling your story in a con- 
crete, concise, truthful manner brings 
results.” 

The calendar should govern the type 
of advertising, according to R. D. Hof- 
heimer of Hofheimer’s, Norfolk, Va., 
and points adjacent. He says: 

“At the early part and during the 
height of the season we feature our 
best selling price lines, but seek to em- 
phasize the style, quality and fitting 
features more than we do price. Of 
course even at this time we emphasize 
our lower price lines a bit more promi- 
nently for week-end business than we 
do early in the week. 

“As the season wanes we get into 
what may be termed the disposal part 
of the season. Then we begin to feature 
price a little more emphatically and 
advertise probably lower than our aver- 
age price items in the newspaper, quot- 
ing comparisons with former prices in 
many instances. In other words, we 
stress higher prices when women are 
buying complete new costumes, lower 
prices when they are merely filling in 
shoes to carry through until the next 
season begins.” 


What Some Retailers Think 


The Fontius Shoe Company of Den- 
ver agrees largely with the Hofheimer 
program, paying especial attention to 
the day of the week on which the ad 
appears. 

Frank B. Zurick, Fontius’ advertis- 
ing manager, says, “Our price range is 
so complete and we have so many spe- 
cial lines that there are not enough 
days in the week to give each the 
emphasis we would like. 

“Friday gets the lower price lines. 
Sunday shows the top grades. Middle 
prices appear in mid-week. Taken as 
a whole the average price advertised 
is below the average price sold. Lower 
price advertising undoubtedly brings 
people in; higher price advertising 
makes fewer immediate sales but builds 
for the long pull.” 

An eminent authority is the San 
Francisco advertising man, Maurice H. 
Hyde, formerly advertising manager of 
the Emporium and of other big time 
stores, 

“The most costly customer is the one 
you have to advertise to get,” says Mr. 
Hyde. “It’s the regular business, not 
the advertised-for business, that sup- 
ports a store. 

“Suppose your favorite restaurant 
advertises corned beef and cabbage. 
Well, maybe you don’t like corned beef 
and cabbage. Does that corned beef 


and cabbage ad keep you away that 
day? Of course not. 





CASTAWAY SHOES PROSPERITY 
INDEX 


NEW YORK—James Mangan, Jr., superin- 
tendent of the crew of two hundred and fifty 
men at Rockaway Beach, New York, who are 
responsible for removing rubbish from the 
nine-mile beach section, in going over records 
of the after-Summer salvage, finds that there 
have been more shoes cast away this year 
than any time during the decade he has been 
at his job. Rockaway Beach is a popular New 
York City Summer resort. 

A total of 2,561 shoes were picked up this 
Fall during a one week's campaign by the 
Mangan force. Previous to this the record 
for discarded shoes found was in 1933, when 
1,201 pieces of footwear were picked up. This 
year's mark more than doubles the past year's. 

After observing the huge pile of shoes, Man- 
gan declared that they seemed to be less 
worn than shoes found on the beaches and 
adjoining region in the past. 

Women's shoes were decidedly in the ma- 
jority in the large pile and there was a notice- 
able absence of children's footwear. 

A large number of the shoes were in such 
good shape that, where it was possible to 
make repairs, they were shipped to local 
orphanages. 





“Maybe a few extra corned beef and 
cabbage eaters are drawn in by the 
day’s special. But they won’t keep the 
place in business. The regular patrons, 
those who have found the food satisfac- 
tory from day to day, pay the bills. No 
regulars—no business. 

“Most of today’s customers don’t 
even know you had an ad in last night’s 
paper. But here they are, buying 
shoes today. Perhaps then, you shouldn’t 
advertise at all. That, of course, is not 
the right answer. Your daily message 
is registering a definite thought wheth- 
er or not it gets direct results. Your 
advertising, properly written, creates 
in the minds of the public the right 
impression of your store. But if it is 
out of tune with the character of your 
business, it is wasted. 

“Build yourself a regular, legitimate, 
come-back-for-more, profitable trade by 
telling the every-day story of regular 
prices. Let the ‘special’ price be the 
exception. Put the utmost sincerity 
into your fashion story, your service 
story and your fair price story. Then 
your advertising will build confidence 
that will keep people coming in through 

your front door day after day—wheth- 
er or not you have an ad in the paper 
any one particular day.” 


What Do We Face Tomorrow? 
[CONTINUED FROM PAGE 21] 


Desiring stability, we must plan for 
it; we must frankly examine our judg- 
ment and policies for any errors and 





Page 37 


shortsightedness they may contain. The 
course of shoe prices is not the only 
problem in our way; there is another 
and equally vital question that cannot 
be dodged—that is raw material prices. 
Let me state several basic facts. First, 
our market is a broad one, a mass 
market. Second, it is essentially stable 
and not disturbed by reasonable or 
moderate fluctuations in price. Third, 
only excessive price movements will 
limit consumption, engender substitu- 
tion and, therefore, narrow that market. 

We are subject, as an industry, to 
extreme fluctuations in the cost of our 
raw material. Such changes may have 
their original cause in events beyond 
our control; they may even be in- 
evitable. Whatever their original 
causes, the responsibility for the ex- 
tent and violence of price fluctuations 
usually must be lodged against our- 
selves. Only too often in the past has 
the strange contrast been noted of 
relatively unchanging volume, un- 
changing shoe prices or leather prices 
and violent gyrations in raw materials. 
Conditions have never changed sud- 
denly enough to justify such drastic 
reappraisal of values, except, perhaps, 
when Providence or the Government 
has interfered. I need not dwell upon 
the consequences of such cycles. The 
losses of the tanning industry since the 
early twenties would run into hundred 
of millions, for the net result of every 
price cycle has been a greater loss on 
the downswing than the profits on a 
rising price trend. 


Profit on Today's Business 


A great many of us have been think- 
ing, and forced to think very acutely, 
of these facts in the past year. Your 
letters to the weekly publications of 
the Council, your views in conversa- 
tion, have expressed a great concern 
over the industry’s past losses and 
potential losses. Our troubles in this 
respect are due, I believe, to very ob- 
vious causes and I do not purpose to 
mince words in stating my views. It 
is the business of the tanning indus- 
try to produce and sell leather; that is 
a legitimate business warranting rea- 
sonable profits. Insofar as_ tanners 
deviate from these purposes and dis- 
count the profits of the future, they are 
inviting losses. Lamentations fill the 
air today; few tanners, if any, are 
obtaining replacement at a time when 
demand for leather is the greatest 
since 1927. Yet raw materials have 
surged upward. Are tanners discount- 
ing the future? Are they, to be blunt, 
speculating in the prospects for to- 
morrow? That, gentlemen, is not the 
tanning business; it is poor business, 
heedless of fact and ignoring sound 
judgment. There can be no sounder 
policy than making a profit on today’s 
business, not yesterday’s nor tomor- 
row’s. So long as we ignore that prin- 
ciple, we pave the ground for future 
disillusion, no matter how rosy the 
immediate prospect seems. 

Both issues that I have stressed— 

[TURN TO PAGE 62, PLEASE] 
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Better Quality Demand 
An Index of Recovery 
PROOF that business is pushing for- 


ward with resultant beneficial effect on 
consumer purchasing power is seen in the 
sharply increased demand in retail stores 
during recent months for better quality 
merchandise, according to P. A. O’Con- 
nell, president of E. T. Slattery Company, 
Boston, who operate a high grade women’s 
shoe department. Mr. O’Connell is a 
former president of the Retail Dry Goods 
Association. In a message issued by that 
association he pointed out four ways in 
which a continued and increased demand 
for better quality products would “keep 
recovery moving upward,” and benefit both 
consumers and business. 

Best proof of all as to the soundness 
of recovery evident in American business 
is the growing demand by consumers for 
quality merchandise,” Mr. O’Connell de- 
clared. “Retail merchants throughout the 
country report a decided change in this 
direction during the past year, and espe- 
cially during recent weeks. 

Not only does this change in consumer 
demand show improved buying power, in 
Mr. O’Connell’s judgment, but it also 
brings important social and economic ad- 
vantages, which he named as follows: 

1. Consumers get more for their money 
from good quality merchandise, which 
almost invariably gives better and more 
economical service than inferior products 
from which have been skimped some es- 
sentials of workmanship or material to 
make a lower price. It still holds that 
it pays to buy a good thing. 

2. Wage earners benefit when quality 
goods are in demand. Only skilled labor, 
which commands fair wages, can be used 
in making quality goods. The quality 
manufacturer seeks the best workmen he 
can find—not the cheapest. Quality goods 
cannot be made in a sweatshop. 

3. Best for the merchant. The store that 
sells only good quality merchandise gains 
the confidence of its customers; it is not 
plagued by returns of unsatisfactory goods. 
Higher average sale also helps to reduce 
its percentage of operating costs. 

4. Raises American living standards. We, 
in this country, have always worked for 
better living conditions, better profits, bet- 
ter wages and better value for the money 
we spend. Inferior merchandise, made 
with pinched labor and of materials that 
lack the essentials necessary for good ser- 
vice, pull down our living standards. The 
more abundant living which we want can 
be attained only as we insist upon goods of 
honest quality. 








25 Years of Service 


N.S.R.A. Will Round Out Quarter Century of Useful 
Activity at Coming Convention in Chicago, 
January 6-9, 1936 


WHEN the National Shoe Retailers Association gathers January 6-9, 1930. 
in Chicago. where the first National Shoe Fair will be in progress, the occa- 
sion will also mark the 25th annual convention of the association. 

Twenty-five vears of continuous, useful service to the shoe retailers o! 
America. That constitutes a record of which the N.S.R.A. organization can 
well be proud. For no organization can survive the ups and downs of « 
quarter of a century unless it has earned, through tangible, worth-whil 
accomplishments, the right to live. 


Planning for Future Service 


Today the N.S.R.A. faces the brightest future it has seen in its 25 years o! 
organized existence. Patient, constructive efforts over a period of years ar 
beginning to bear fruit. As a result of these efforts, the association has laic 
a firm foundation for its future. It expects to be able, in the immediate 
future, to render broader, more extensive and more useful service to the 
shoe retailers of the United States than ever before. Through the adoptio:: 
of the plan for a joint National Shoe Fair, the N.S.R.A. is now in a position 
to concentrate all of its energies and resources on activities that will be of 
direct service to its merchant members. And in the immediate future it hopes 
materially to increase its membership in every section of the country. 

Every retail shoe merchant and buyer who has the ambition to share in 
profits which live merchants will be able to earn in the period of recovery. 
now definitely under way, owes it to himself to be a member of the National 
Shoe Retailers Association. Every shoe man belongs to some associations. 
clubs, lodges, societies or other organized groups. It is to his credit that he 
is interested in these organizations, for not only do they broaden his outlook 
and promote cherished acquaintances, but also they develop contacts’ ani 
viewpoints that are helpful in a business way. 


Every Shoe Merchant Needs N.S.R.A. 


The most useful and enjoyable contacts which any shoe man can hav». 
however, are those which he develops in his acquaintance with other men 
engaged in his own line of business. Whether he is a big merchant or « 
small one, he should make it a point to join his local shoe association, |{ 
there is such a group in his community. Likewise he should become a men- 
ber of his state or regional association. Once a retailer has learned fro 
experience the pleasure and benefit he can derive from membership in the-v 
organizations, composed of men of his own craft, with interests, problem: 
and ambitions similar to his own, he will quickly recognize the need an! 
desirability of also becoming a member of the National Shoe Retailers Ass: - 
ciation, through which the efforts of the various local, state and region: 
groups are co-ordinated and made more effective. 

On the other hand, if there is no local association of retail shoe men |: 
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his community, it is all the more essential that he should associate himself 
with the national association representative of the business he has chosen for 
his life work. 

If you have not already become a member of the N.S.R.A., there’s no time 
like the present. 

The association needs new members to help carry on the work that lies 
ahead. It needs the inspiration of many minds, representative of all sections 
of the country, all kinds of communities, all classes of retail shoe stores. 

Every shoe retailer needs the N.S.R.A., for the perplexing problems of the 
future will not be solved by individuals, working in an atmosphere of isola- 
tion. They will be solved through the organized efforts of men working in 
unison, and every shoe man should avail himself of the benefits of the or- 
ganization that represents his industry. 

Why not join the N.S.R.A. now? The cost is little. The advantages are 
great. Clip the coupon and send it in. Get on the bandwagon with the live, 
progressive shoe men of America—TODAY. 


Great American Shoe Market 





Retailers Should Prepare Now to Win Their Share of 
Recovery Increase 


THERE is a vast potential market for shoes right here in America, await- 
ing only the further development of recovery and the distribution of its 
fruits among millions of people who have been obliged to deny themselves 
the things they need and want. Now is the time for far-sighted retailers to 
plan and prepare so as to make sure of their share of the increasing volume 
of business anticipated by practically all well informed observers of 
economic trends and developments. 

Speaking before 500 sales executives at a meeting in New York a few days 
ago, Clarence Francis, executive vice-president of General Foods Corpora- 
tion, declared that “the United States is ripe for a replacement and replenish- 
ment program such as the world has never seen before.” 

“We need new cars, new houses, new clothes, new shoes, new radios with 
television, new air-conditioning in dwellings and work places. We need new 
foods, machinery, comforts and culture. We need to clean up and paint up. 
We need to raze thousands of antiquated factories and houses—rebuild, 
modernize. 

The money is ready. The banks have plenty of money, and the everyday 
folk have billions of savings. Investors are eagerly seeking places to put 
their money to work. Right now we lack only the vision, the united driving 
force.” 

Last year, said Mr. Francis, there were only 14,450,000 trousers manu- 
factured in the United States—only one pair for every three males over the 
age of 15. Last year’s output provided only one overcoat for every eleven 
men; two pairs of shoes per year for adult males: one felt hat for every four; 





The matters discussed on these pages are solely the expression of the National Shoe 
Retailers Association. 





two and a half shirts per year for each 
man. 


For women, he said, the number of 
dresses, including so-called “misses” and 
“juniors,” would give every American 
woman three dresses a year and only 
enough coats and suits to cover one woman 
out of three. And while adults were 
“threadbare,” children were “raggedy,” 
with only one pair of shoes produced per 
boy for the entire year and less than one 
pair of pants; less than three pairs of 
stockings a year for every girl. 

Homes were in a primitive state, said 
Mr. Francis; three quarters of the motor 
vehicles in use were more than four years 
old; farm equipment dilapidated; office 
equipment old and inefficient. “Anything 
you choose to examine is cluttered with 
wear and is simply crying for renewal and 
modernization.” 


When recovery progresses to the point 
where millions of people, now practicing 
forced economy are in a position to sup- 
ply their legitimate needs for merchandise 
of use and adornment, including more 
shoes, there will develop an intense com- 
petition among industries, with every in- 
dustry fighting for its share of the business. 

To make sure that shoes get full con- 
sideration, shoe merchants must present 
them to the public in modern, up-to-date 
and attractive stores; advertise them in 
ways that will emphasize their use, value, 
style appeal and general desirability; show 
them to the public in window displays that 
will compel attention; dramatize them as 
desired possessions so that every man, 
woman and child in America will wish 
to own more pairs of shoes, suited to every 
purpose and occasion. 

Now is the time to start that sort of 
shoe promotion and get ready for the 
better shoe business now in the making. 


Stabilize Profits in 
Shoe Selling 


The National Automobile Association is 
doing an industrial merchandising job. 

Heretofore all new models were shown 
in January but this year all 1936 models 
are on display in Grand Central Palace, 
New York, the first week in November. 


This movement will help to level off pro- 
duction peaks and will undoubtedly do 
considerable to better stabilize the product 
of each individual concern. 

Help to stabilize profits in shoe selling 
by eliminating destructive, unseasonable 
sales. 
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A Consensus of Answers 


Q@. How long would you expect the 
square toe and heel to last? 

A. The general feeling is that this 
coming Spring season will see the peak 
of its success, tapering off after that. 
Dissenters from this opinion believe 
that, properly handled, it may become 
an accepted last with a permanent 
part to play. And then everybody ends 
by saying, "Who can really predict?" 
All you can do is to keep your eyes 
open and see what happens. 


@. Is the square last a sectional 
fashion? 

A. Sectional only in the sense that 
it will be a success among the most 
fashion-minded stores and should sell 
best in localities doing a big sports 
and spectator shoe business. 


Q. Is it limited to any special type 
of customer? 

A. Yes, to the woman who is in- 
terested in novelty and who takes up 
new things. Since this customer is 
usually young, this last becomes a 
young fashion, but it is suitable for all 
ages in its less exaggerated forms. 


[CONTINUED FROM PAGE 17] 


Q. Is it limited to any special type 
of shoe—dress or sports? Height of 
heel? Pattern? Shoe material? 

A. The square toe is at its best in 
sports and spectator types, and in welt 
or cemented construction, where its 
rugged lines are the most logical. It 
will have its greatest volume accept- 
ance in this type of shoe. However, 
smart dress shoes and even evening 
slippers are designed on these new 
lasts. The smartest heights of heels are 
two extremes, 13/8 and 20 or 21/8. 
All smart square toe patterns must be 
ultra-simple in order to dramatize the 
silhouette. Broad straps and one-eye- 
let ties are selling best at present. All 
materials are used—even fabrics in 
Spring lines. The more substantial !ea- 
thers show up best and have the most 
character. 


Q. What are the characteristics of 
the best-fitting square last? 

A. Square toes mean new wood all 
through. Chopped off old lasts won't 
work, and have resulted in much re- 
turned merchandise. High walling is 
essential through the entire fore-part, 


both for fitting and for smartness. 
close-coupling and short back measure 
ments also important. Some of the new 
lasts are being made with slightly 
longer vamp measurements in other 
toes, though this is not generally con 
sidered necessary if the wall, arch and 
back proportions are correct. 


Q. When a square toe is used, must 
the heel be square also? 

A. Yes, is the general reply to this. 
The shoe looks best when the heel has 
at least a subtle repetition of the toe 
silhouette. This repetition is considered 
less important on a low heel than on a 


high. 


Q@. Why do women like square toes 
and heels? 

A. Because square toes and hee 
are different. Because they fit the cur 
rent fashion feeling. Because the we! 
made square last makes the foot look 
shorter. And most of all because this 
fashion is being aggressively prc 
moted. We are telling the world 
square toes and heels are smart, and 
the world sits up, takes notice and 
buys! 





On the SQUARE 


strong, simple design. It puts a pre- 
mium on quality. It will play an impor- 
tant part in bringing back high stand- 
ard of shoemaking, in making a good 
shoe seem worth what it costs to the 
woman who buys it. Nobody knows 
just how long the square toe will con- 
tinue, but while it does, it is doing a 
job. It’s making customers conscious 
of the shape of their shoes, the funda- 
mental quality that goes back to the 
wood. 

The merchants we asked about the 
origin of the square toe had various 
theories, as you will see. The military 
suggestion of the square toe is a good, 
timely tie-up with the war-like fashions 
of the moment. But the fundamental 
reason for it, we believe, is this feeling 
that we have for line—the same feel- 
ing that makes streamline cars and 
Rockefeller Center. The square heel is 
modern—and that’s why it fits the 
modern woman. 

It’s modern in its application today, 
but it isn’t new—not by a long shot. 
Neither, for that matter, is modern 
architecture, which has its roots in 
classic design. Glance through the cen- 
turies and you will find it the square 
toe of the early Renaissance. You find 
it in military costumes of all periods. 
In England, for years, it has been a 


[CONTINUED FROM PAGE 16] 


classic last in men’s shoes. The chron- 
icles of our own Lynn, Mass., record 
that “Square-toed shoes went out of 
fashion in 1737 and came into style 
again in 1833, continued for about 
seven years and then gradually dis- 
appeared, only to return again in 1896.” 
And the chronicle for that year added 
the comment that “These square-toed 
shoes should never give place to the 
cramping round or pointed toes.” And 
so this last has very old roots, with a 
new flowering in 1935. 

We would not attempt to pin a medal 
on the man who was first to introduce 
the square toe in its current form. 
This medal business is dangerous busi- 
ness, and, anyway, great minds run 
in the same channels. An important 
new fashion like this can have many 
godfathers. 

But we do know that Seymour Troy 
featured the square toe in 1933 and 
revived that last in 1935. There was 
another Italian influence, he tells us, 
twelve years ago, and the shoe then 
ws the favorite of the Queen Mother, 
Margherita of Savoy. We know that 
the Arnold Authentic Kitzbiihel adap- 
tation put thousands of girls and 
women in square toes. Eddie Cohen 
featured a Palter de Liso square last 
when “Regency” fashions were the 


rage and that means more than a year 
ago this Fall. I. Miller’s clever win- 
dow displays and advertising did a 
lot more to make people square tve 
conscious. Now comes Gregory and 
Read with a complete line of square 
toes—and square heels—dozens of 
models in every material. There are 
five godfathers for you, and, of course, 
there are more, lots more. 

As to the future of the square toe, 
nobody really knows how long it will 
last. How could they? So much de- 
pends on whether the fashion goes s0 
far in its popularity, then the pendu- 
lum will swing sharply back again. 
But of one thing we are sure: This 
last will be important for Spring, 1935, 
and no style-minded store can afford to 
be without it. 


New Manager 


FLINT, MicH.—Ted Silver, former!y 
with the Mathes Shoe Company store 
in Detroit, has taken over the manage- 
ment of the Reeds Shoe Store here at 
421 South Saginaw Street. He suc- 
ceeds O. Saldinger, who has been trans- 
ferred to the company’s store in To- 
ledo, Ohio. “The personnel of the store 
here is to be doubled in the near fu- 
ture,” says Mr. Silver. 
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WHAT THE LADY SAID TO 
THE SHOE SALESMAN... 


LADY: “I want a Blitz Arch Shoe. 
See, here’s an ad about them in this 


magazine.” 


SHOE SALESMAN: “It’s a very 
attractive shoe, isn’t it? So sorry, we 
don’t stock it. We find this Sanders 
shoe far more satisfactory to most 


of our customers.’”* 


LADY: “My, my, you don’t say. 
Well, Pll try it on anyway.” 


And then she bought the shoe. 





*MORALS Sell the man who sells your goods FIRST. 
And when it comes to shoes, no paper has more dealer 
influence and prestige than the Boot and Shoe Recorder. 
Our hand-picked circulation shows better than 83% subscrip- 
tion renewals. Progressive advertisers stay with us—and 
so will you if you'll give us half a chance to sell for you. 


BOOT an» SHOE RECORDER 


ABC 1) ABP 
A CHILTON PUBLICATION 


239 WEST 39TH STREETeCNEW YORK 
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Ride ‘Em Cowboy in the Bronx 
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President of the Bronx, James J. Lyons accepts a pair of cowboy riding boots from Col. F. J. 


McNulty of Oklahoma. 


No kid on the range but white and colored kid in the presentation 


boots. James J. Lyons, although president of the Bronx, with 1,250,000 inhabitants, is first, 

last and always a kid man, keeping in friendly contact with the trade. Although the Bronx 

is characteristic for its mammoth apartment houses, it also has many miles of bridle paths 
in its famous parks. 





Trade 
Literature 


New Douglas Catalog 
Has Novel Cover 


Brockton, Mass.—A four-color re- 
production of the late W. L. Douglas, 
pegging shoes at the age of seven years, 
features a most elaborate new 32-page 
catalog featuring Douglas styles and 
patterns for men and boys. An unusu- 
ally large array of patterns are illus- 
trated in the catalog in addition to the 
presentation of many patterns from 
the Douglas Normal Tread line of shoes 
for men, for 1935 and 1936. 

In addition to the men’s catalog, a 
stock catalog on Lady Douglas and the 
Normal Tread line for women, made 
at the Douglas factory, is available 
with more than 110 illustrated patterns, 
in color reproductions. 

Coupled with the Normal Tread line 
is a special presentation of Stylish 
Stouts, in which many smart patterns 
have been molded into a line, all of 
which carry triple E widths. 

The new Douglas merchandising cam- 
paign for dealers includes an unusual 
4-color window display unit, in which 
red dominates the color scheme, with 
black and gold trim. Chromium and 
glass shoe display stands and novel 
window display cards and price tickets, 
all of which tie-in with the window dis- 
play unit, afford the dealer the oppor- 
tunity to display seven pairs of shoes. 
A novel aluminum Neon sign, featur- 


ing the Lady Douglas shoe with striking 
blue tubing is also part of the display 
offered Douglas dealers. 


Air-O-Pedic Releases 
New Catalogs 


BrockToN, Mass.—The release of 
two new Air-O-Pedic catalogs for men’s 
and women’s shoes respectively, in 
which the nine common sense reasons 
of these nationally known shoes are il- 
lustrated with an attractive array of 
patterns in color, made by this well- 
known Brockton factory, was an- 
nounced by factory executives the past 
week, 

In the women’s catalog they feature 
patterns made on their scientific con- 
struction, many of the styles are made 
on the “narrow heel last”? many on the 
“short back last” and others on the 
“down to the wood last” with close to 
100 styles to select from in various 
sizes and widths. 

The Air-O-Pedic catalog for men 
contains many illustrations of smart 
styles designed to insure correct pos- 
ture and proper balance with the neces- 
sary support and correction to feet in 
need of same. 


Stacy-Adams Co. 
Announces New Line 


BrROocKTON, MAss.—Following an in- 
tensive study of the men’s high grade 
shoe field, and in keeping with the de- 
mands of its many buyers for a high 
grade shoe to interest the college youth 
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and younger element, John McElaney, 
general sales manager of the Stacy- 
Adams Shoe Co., has announced the in- 
troduction of the “Reynolds Shoe by 
Stacy-Adams.” 

While the new Reynolds line, accord- 
ing to Mr. McElaney, will in no way 
conflict with the regular Stacy-Adams 
custom grades, its patterns, leathers 
and lasts, with characteristics that have 
marked the craftsmanship of this wel!- 
known maker for more than 60 years, 
will be found in the Reynolds line t» 
retail at $8.50 to $9.50. 

For more than 35 years the Reynolds 
line enjoyed an acceptance nationally 
in the high-grade field, and, with the 
acquisition of the former Reynolds fac- 
tory by Stacy-Adams, and subsequent 
improvements to make it one of the 
most modern on the South Shore, M:. 
McElaney feels there is a defini‘e 
place nationally for the new and much 
rejuvenated Reynolds line. 

In a formal announcement to the 
trade, Mr. McElaney declared that oii- 
ly after many months of intensive 
study, and at the request of many of 
their buyers for a line to interest young 
men seeking a price level under that 
of the regular Stacy-Adams custoin 
grades, this new shoe was created to 
fill the particular market described 
above. 

Stacy - Adams representatives have 
left for their various territories with 
the new Reynolds line, which sets a 
new standard of value in footwear at 
this particular price. 


New Fond du Lac Store 


Fonp pu Lac, Wis.—The P-R Exclu- 
sive Ladies’ Shoe Store was opened 
here recently with Leonard Peth and 
Michael Rapkin as owners and Ray 
Hanson as local manager. The shop is 
a branch of the Paradise Shoe Shop in 
Milwaukee and it will carry a com- 
plete line of ladies’ popular-priced nov- 
elty and dress shoes, together with ac- 
cessories. 


Shoe Store Sold 


STOCKTON, CALIF.— The Soundfoot 
Shoe Store, at 316 East Weber Avenue 
here has been sold by Henry Backes 
to Tony Cavagnaro, who had been an 
employee of the store for a number 
of years. Mr. Backes had been a shoe 
merchant in Stockton for 37 years. 
Recently, he invented a cream known 
as “Foot Aid,” and he will now devote 
his time to the marketing of this prod- 
uct. 


New Corporation 


BROCKTON, Mass.—The Bartex Cor- 
poration is starting to make combina- 
tion leather and rubber soles in the 
Sturgis, Jones factory. E. C. Bartlett. 
of Brockton, invented this new sole. 
Everett T. Packard, Raymond ". 
Drake, W. Hartley Carey and Mr. 
Bartlett are members of the new co’- 
poration. 
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The Pied Piper Representative is on his way brim-full of quality, value, fine craftsmanship and sparkling style 
well-founded enthusiasm for this greatest line of the leadership. 

World’s Greatest Health Shoes. See for yourself. Write for complete In-Stock Catalog 
Every detail of this greater Pied Piper Line bespeaks top and for the Pied Piper Man to call. 


PIED PIPER SHOE COMPANY 


Exclusive Manufacturers of Feature Juvenile Footwear for More Than Twenty Years 
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“Heigh-Ho, 
The Lads Also Wore Smart Shoes 
in the Old Days”... 


WE'VE often heard that said, but seeing is believing. 
Here is a gallery of beauties that used to make Grandpa 
want another pair. Variety plus, a wardrobe of styles 
that any modern blade would be happy to own. Ex- 
treme? We don’t think so and thereby hangs a tale. 
If conservative Grandpa could be sold these high- 
fallutin’ styles, there is still plenty of room for more 
extreme styles for his grandsons. In those days they 


believed in using lots of leather, there was no worry- 
ing about ways “to bring the high shoe back.” Ob- 
viously then, as now, bluchers were strong. Note the 
monk influence in the smart number at the left. We 
talk of the jodphur line as something new, but back 
in 1873 it was the Buckle Alexis, by heck. Congress 
Gaiters were all the rage, and tan glazed calf, the high 
style leather. Style conferences were unheard of, and 
you bought your shoes as you bought your horse, by 
pedigree and strictly according to your own good 
judgment. 





Photos courtesy John McElaney, The Stacy Adams Company 


ER OMANCE played a great part in the naming of shoes then 
as now. There was the “Buckle Alexis,” a hot European num- 
ber; “The Pryorsford,” a smart monk model; “The Leibby 
Protective,” Congress Gaiter, and the more conservative 
“Perfection Bal.” All in tan glazed calf. A gent could take 


his pick for five dollars. 
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HERE’S A shoe 
store in Beloit, 
Wisc., whose smart 
new Pittco Store 
Front makes the 
right impression 
on prospective 
customers. Re- 
model your store 
with a Pittco Front 
. . . and build a 
better business. 


fs 
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TO YOUR POTENTIAL CUSTOMERS 


Store Front Means a 
GOOD STORE! 




















HANDSOME, modern Pittco Store 

Front creates a valuable, if unconscious, 
impression in the minds of all who see it. It 
says to them: “Here is a progressive mer- 
chant, offering courteous, prompt service, 
selling quality goods.” And since these qual- 
ities are exactly those which draw and keep 
customers, a store front which expresses them 
is bound to bring you bigger business and 
better profits. On the other hand, an old- 
fashioned, uninviting store front creates just 
the opposite impression, and if that store 
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succeeds, it does so more in spite of, than 
because of, its front. 

It’s a simple matter to get a front for your 
store which will make the right impression. 
Merely retain a local architect to design a 
new Pittco Store Front for you . .. and our 
staff of experts will gladly cooperate with 
him in design and installation. But first, 
you'll be interested in the complete informa- 
tion, the many pictures, and the price data 
contained in our Pittco Store Front book. 
Send the coupon for your free copy. .. today. 


| Pittsburgh Plate Glass Company, 
2302A Grant Building, Pittsburgh, Pa. 
Please send me, without obligation, your new book 
| entitled “How Modern Store Fronts Work Profit 
Magic”: 


| Name 


Tapestry Glass 


Street 


1 City 
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The Modern Heel of Achilles 
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herently dangerous, while other things 
are not so held. Shoes are universally 
held “not dangerous.” Therefore, the 
seller or merchant is not liable for in- 
juries or damages arising from defec- 
tive merchandise, if it can be proven he 
had no knowledge that the goods were 
defective. 

Courts have consistently ruled that 
whoever sells articles which in them- 
selves are not dangerous can not be 
held liable. 

This is clearly set forth in case of 
Cook vs. Garside & Sons, Inc. (217 
N.Y. 382), in a suit to recover from al- 
leged injuries sustained through a 
broken heel. The court, Cardozo, J., 
writing the opinion said (p. 389): 
“There must be knowledge of a danger, 
not merely possible, but probable. It is 
possible to use almost anything in a 
way that will make it dangerous if de- 
fective. That is not enough to charge 
the manufacturer with a duty indepen- 
dent of his contract. The application of 
this language to the instant case re- 
quires the granting of the motion to 
dismiss the complaint. Although injury 
was a possible consequence of the defec- 
tive construction of the heel, it was not 
a probable result. An ordinary heel of a 
shoe is not an article that is reasonably 
certain to place life and limb in peril 
when negligently constructed.” 

In a brief submitted by Latson & 
Tamblyn, associated with Frank H. 
Curry, counsel for the Shoe Manufac- 
turers Board of Trade of New York, on 
the case where a customer (Alice R. 
Sherwood) bought a pair of shoes from 
Franklin Simon & Co. which were man- 
ufactured by Lax & Abowitz, Inc., the 
following salient points are quoted: 
“The first cause of action recites that 
the defendant was a shoe manufac- 
turer; that it sold shoes to Franklin 
Simon & Co., a retailer in New York 
City, and that the plaintiff, Alice R. 
Sherwood, purchased from. Franklin 
Simon & Co. a pair of shoes manufac- 
tured by the defendant. It alleges that 
as a result of the carelessness and 
negligence of the defendant in manu- 
facturing said shoes, one of the heels 
was defective and broke off, causing 
the plaintiff to fall with resultant in- 
juries. 

Point 1. “Ladies’ shoes are not arti- 
cles inherently or imminently danger- 
ous within the rule of MacPherson vs. 


Buick and therefore since there is no 
privity between the parties, the plain- 
tiffs cannot recover. * * * 

“It has been uniformly held that 
where, as in this case, there is no priv- 
ity of contract the manufacturer is not 
liable to a third party for breach of 
warranty nor is he liable in tort for 
defective manufacture unless the article 
is inherently or imminently danger- 
ous, °°: * 

“Thus, in the present case the court 
below was correct in deciding as matter 
of law that a pair of ladies’ shoes, sub- 
mitted to the court as an exhibit upon 
the argument, one of the most common 
articles known, are not of such a na- 
ture ‘that it is reasonably certain to 
place life and limb in peril when negli- 
gently made.” * * * 

In dealing with ladies’ shoes, the 
court is dealing with an article which 
is commonplace. It is not an extraordi- 
nary occurrence for the heel of a shoe 
to become detached, nor for anything 
which is nailed to become loose, but it 
is rather an ordinary occurrence. In- 
jury from such an event is not to be an- 
ticipated and is decidedly remote. 

In finding for the shoe manufacturers 
the Supreme Court of New York State 
affirmed the decision of the lower court 
as follows: 

“Sherwood v. Lax & Abowitz—This 
is a motion to dismiss the complaint. 
From the allegations which must be 
taken as admitted (Baumann v. Bau- 
mann, 222 App. Div., 460) it appears 
that a pair of shoes manufactured by 
the defendant was sold by Franklin 
Simon & Company to the plaintiff. 
Plaintiff wore the shoes and stood on 
the landing of a staircase, when one 
of the heels broke, thereby causing her 
to lose her balance and fall down the 
stairs. It is alleged that plaintiff’s re- 
sulting injury was caused solely by 
reason of defendant’s carelessness and 
negligence in the manufacture of shoes. 
To sustain the complaint, it must ap- 
pear that the injury complained of was 
occasioned by the violation of some 
duty which defendant owed to the plain- 
tiff. The duty of a manufacturer to 
those using his product arises only 
when the product ‘is such that it is rea- 
sonably certain to place life and limb 
in peril when negligently made * * *.’ 
(McPherson v. Buick Motor Co., 217 
N.Y., 382, 389). ‘There must be knowl- 
edge of the danger, not merely possible 
but probable’ (McPherson v. Buick Mo- 
tor Co., supra, p. 389). In applying 
this rule, the courts of this state have 
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refused to treat as dangerous an ordi- 
nary bed (Fields v. Empire Case Goods 
Co., 179 App. Div., 253), a mattress 
(Jaronice v. Hasselbarth, 223 App. Div., 
184), a knob attached to a toilet flush 
(Byers v. Flushovalve Co., 160 N.Y. 
Sup, 1050, not officially reported), a 
vacuum cleaner (Galvin v. Lynch, 137 
Misc., 126). Cook v. Garside and Sons, 
Inc. (New York Law Journal, July 9, 


. 1932, per Cohen, J.), is a case precisely 


in point. It was there held that the 
heel of a shoe is not an article that 
is reasonably certain to place life and 
limb in peril when negligently con- 
structed. I am at a loss to understand 
how a contrary result could be reached 
without doing violence to the rule of 
McPherson v. Buick Motor Co. (supra). 
Motion is granted.” 

Take the case where Mrs. Annie Mor- 
ris of Gulfport, Miss., sustained « 
broken leg and ankle when she fell to 
the floor, the claim in this case being 
the pair of shoes she purchased from 
a local J. C. Penny Co. store was de- 
fective. Suit was entered for $25,000, 
and half the costs of court. The case 
was twice tried in the lower court. On 
the first trial a verdict and judgmert 
for the defendants was set aside by 
the court on appeal. 

The state of Mississippi Supreme 
Court found for Mrs. Morris, awarding 
a judgment of $5,000. The interestiny 
part of this particular case and which 
in no way affects the previous rulings. 
is that Mrs. Morris and her husband 
both testified they called the attention 
of the manager of the store to the al- 
leged defective heel and that he (the 
manager personally doing the selling 
of the shoes) stated, “I will guarantee 
you that heel will not come off.” 

What lost the case was the weak de- 
fense of the store manager who “did 
not recall making the sale; did not re- 
call any conversation relative to the 
damaged heel and did not know when 
he made the sale that the slipper had 
a defective heel.” 

The decision of this court (Supreme 
Court of Mississippi) throws an inter- 
esting light on this highly controversial 
subject. (Number 31,768, Division A) : 
J. C. Penny Company et al. vs. Mrs. 
Annie Morris. 

J. C. Penny Company are retail mer- 
chants, and the appellant, J. J. Her- 
singer, was its business manager. The 
appellee purchased a pair of slippers 
from J. C. Penny Company, Hersinger 
making the sale to her in person. She 
tried on the slippers and was satisfied 
with their fit. The first time she wore 
the slippers she fell, after walking 
about ten feet, and broke her left ankle. 
Immediately after her fall, the heel of 
the left slipper was found on the floor 
detached from the slipper. According 
to her evidence, she discovered, while 
making the purchase, that the heel on 
the left slipper was loose, there being 
a perceptible space between the hee! 
and sole of the slipper. She called 
Hersinger’s attention to this fact, 
whereupon “he said there was not any 
danger of that heel, it was put on there 
strong enough and had rubber cushior 
between the heel and the shoe, and 
there was no danger of that heel com- 
ing off, and the man being in busines: 
like that as long as he was, I took hi: 

[TURN TO PAGE 62, PLEASE | 
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Trends of Today 
in 
Shoe Cepy and Layout 


[CONTINUED FROM PAGE 32] 





THE LEADERS IN SHOE FASHIONS LINE 
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A full-page advertisement from a series used by Imperial Shoe Store of New Orleans 

as part of its Fall promotion. This advertisement featured models from every line 

and price group sold in the store. Its purpose was to drive home the thought that 

every woman, regardless of financial status or type of foot, could find the shoe 

she wanted at this store. The ad was still "pulling" weeks after its publication on 
September /5th. 


effect, where the illustrations are as 
well done as in this advertisement, is 
very pleasing. Also it gives an op- 
portunity to suggest, in the back- 
ground, the type of costume for which 
the shoes are intended. The copy is 
brief and purely descriptive of the 
styles of shoes illustrated. 

Totally different in concept and pur- 
pose was a recent Coward men’s shoe 
ad. Obviously, this advertisement 
was prepared with a very definite ob- 
ject in mind, namely, to tell the great 
majority of men, who have no par- 
ticular foot trouble, that Coward has 
something to offer them. It’s one of 
the penalties of success in any special- 
ized line of business that the name 
of the successful firm becomes asso- 
ciated in the public mind with the par- 
ticular specialty in connection with 


which it has achieved its greatest repu- 
tation. Coward, apparently, doesn’t 
want men to have the impression that 
its business is confined to those who 
have bad feet. So this advertisement 
takes the bull by the horns, so to speak, 
and starts right out with the state- 
ment: 

“Not every man who buys shoes at 
COWARD has bad feet!” Then the 
ad continues: 

“There’s a shoe for every man in 
New York here. Custom styles for the 
man who wants to preserve good feet 
—and corrective shoes for the man 
(he’s in the company of millions) who 
needs help and relief at once for bad 
or even malformed feet. 

“At least 50 per cent of the men 
who come to Coward have good feet— 
and Coward has kept them that way 


since they were youths. Coward is 
unique in being able to fit all feet, 
This, and nothing else, has been our 
job for 70 years. Coward alone has 
developed the 79 lasts that classify 
every human foot—whether good or 
bad. There is no need, therefore, to 
sell a man the ‘next best thing’ in a 
shoe. At Coward, experts see that 
you get the model, the size, the last 
(not one, but all three) that conform 
to your foot requirements. Shoes that 
fit every dimension—heel, toes, arches, 
instep, ankle, etc., ete. And Coward 
Comfort Counsellors determine a man’s 
needs correctly to the nth degree.” 

Naturally and logically, this adver- 
tisement illustrates a lot of different 
shoe styles, giving prominent place to 
the smart, attractive shoes that any 
man who appreciates style and good 
appearance might wish to wear. 

The Saks Fifth Avenue advertise- 
ment featuring “Horned Lizard” falls 
in still another category. It’s high 
style, of course, but the approach is 
quite different from that of the Lord 
& Taylor advertisement. Convince a 
certain group of people that a thing 
is rare, hard to produce and hard to 
obtain, and, instinctively, these people 
want that thing. Such people are likely 
to be the sort of people who have the 
means to buy the things they want. 
Some such line of reasoning, we may 
assume, was in the mind of the person 
who planned this Saks advertisement. 
For the copy says: 

“Horned Lizard, rarest of the rep- 
tile leathers, is an exceedingly difficult 
skin to work. Special ingenuity is 
needed to retain the ‘horns’ and yet get 
full value of the colors in dyeing. In 
these new shoes for Fall, the curious 
and distinctive markings are brilliant- 
ly shown. Horned lizard is presented 
exclusively by Saks Fifth Avenue. You 
may be sure of that, for we have re- 
served the year’s supply from Brazil. 
Horned lizard shoes — used with 
matched patent leather. Wine, blue, 
green, brown, black. $16.50.” 

A lot of shoe stores, thoroughly sold 
on the idea of newspaper advertising, 
yet unable to spend money in a big way, 
are using cleverly designed small ads 
to keep their story before the public. 
The Wood & Sterling ad, from Man- 
kato, Minn., illustrated on page 32, is 
a good example. Observe that there 
isn’t a single shoe shown in the ad, but 
the illustration, with copy tie-up, 
serves to convey the impression of 
smartness and style which the store 
wanted to put over. Small space ads 
also have the virtue of making it pos- 
sible for the store to use more inser- 
tions with the same appropriation. And 
so they are specially well adapted to a 
planned series, built around a particu- 
lar shoe or group of shoes. But the 
big thing in small space advertising is 
to make the ads sufficiently distinctive 
in appearance to command attention 
and stick out on the page, in spite of 
their diminutive dimensions. 

The Volk Bros. ad, illustrated here- 

[TURN TO PAGE 54, PLEASE] 
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What is SOL-EASE? 





a is especially de- 
signed for women who wear 
proper corrective footwear. 
Containing all the properties of 
the finest corrective shoes and 
in addition everything a slipper 
should have, Sol-Ease offers the 
full benefit of the orthopedic 
shoe plus unexcelled comfort. 


We do not believe Sol-Ease can 
be improved in any way and 
we are fully convinced that 
once a woman wears Sol-Ease 


SOL-EASE $2.10 SOL-EASE D'ORSAY $1.80 she will wear them forever. 
STEP-EASE (HARD SOLE) $2.10 SOL-EASE DELUXE $2.40 














It is a slipper that stores of high 
calibre can sell with confidence 
and pride. 
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This handsome stand makes your PAT E N T E D 


displays of Sol-Ease Health Slippers 


retailers with’  Sol-ease franchise. HEALTH SLIPPERS 








TUPPER SLIPPER CORPORATION 
352 Fourth Avenue New York City 


When writing advertisers please mention Boot and Shoe Recorder 
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A Record Jump 
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in your sales will result 
if you stock “ORIGINAL 
CHIPPEWA” Ski Boots. 
These boots are con- 
structed with the supe- 


wear that they receive. 


by expert skiers are quali 
ski boots. 


range carried in-stock. 





rior quality onacaiie and expert workmanship 
that are so necessary to withstand the severe 
The manufacturing of 
Ski Boots requires straight edged lasts so that 
the boot will conform with the ski, and only the 
manufacturers who have made a careful and 
complete study of the requirements demanded 
fied to make authentic 
WE ARE QUALIFIED to make and 
supply you with these super quality boots to be 
retailed at popular prices. 


Catalog and particulars on request. 


A complete size 
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2125—Choc. W. P. 7 in. 
Welt. Leather lined vamp, 
full grain gusset, all eye- 
lets, grain insole, straight 
extension edge, steel arch 
support, felt top band, out- 
side counter pocket, plain 
toe, medium double oa 
sole double stitched, leath- 
er terraced heel. Last 55, 
in-stock D width. Women's 
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siaeimeehtemeete 


and Boys’ sizes 21-8 


In-Stock 



















2100—Choc. W. P. 64 in. 
Welt. Leather lined vamp, 
full grain gusset, all eye- 
lets, straight extension 
edge, grain insole, steel 
arch support, flannel top 
band, outside counter 
pocket, plain toe hard box, 
cross crease, heavy double 
oak sole double stitched, 
leather terraced heel. Last 
50, in-stock EE width, sizes 
6-11. 


In-Stock 























* 

* “NO 

* BETTER” 
* 

* 

* 

* 

* 

* 

* 

* CHIPPEWA SHOE MANUFACTURING COMPANY 
* 

* PPEWA FA 

* 

* 

A 
OOO IK IR KI II 


SO Rb bb bb bm Ob bbb bbb bt at ae 











1935 





2, 


Problems of Security 


[CONTINUED FROM PAGE 22] 


proval of the Social Security Board. No state legis- 
lation, no benefits. But no escape from payments either. 

Secretary of Labor Perkins admits that it is a “flat 
tax to secure revenue for the United States Govern. 
ment for all purposes and for any purposes.” But 
the Act further provides that any employer who con.- 
tributes under a compulsory state unemployment in- 
surance law will be exempt up to 90 per cent of the 
3 per cent tax which is otherwise assessed by the Fed- 
eral Government. Consequently there is nothing leit 
for the individual states to do but to pass acceptab!« 
unemployment laws of their own. 

The Federal tax rate for unemployment is 1 per cent 
for 1936, 2 per cent for 1937 and 3 per cent of the 
payroll thereafter. This tax will be collected from 
firms gmploying eight or more individuals, and 
computed on the total wages paid, including executive 
salaries. The employee pays no Federal unemploy- 
ment tax whatever. 

Saturday extras go to make up the “eight or mor” 
employees. The employer is subject to tax who has 
eight or more employees at any time during 20 days, 
each in a different week in a calendar year. 

But the state taxes need not necessarily have the 
same restrictions. Of the nine states which have already 
passed unemployment insurance laws, the majority tax 
employers of four or more persons, others begin at 
eight and others at ten employees. 

Furthermore, some states deny benefits to those un- 
employed because of a strike. Some require a “waiting 
period” of two weeks before payments begin, others 
require six weeks. Payments continue for periods rang- 
ing from 13 to 20 weeks in various states. In some 
states employees contribute to the fund, in others not. 

And it might be mentioned that the entire Act may 
possibly be declared unconstitutional. 

The second tax provided for in the Act, the Old 
Age Annuity tax, will be imposed upon all employers, 
even those who employ only one person (though cer- 
tain classifications are exempted). The rate is one 
per cent for 1937 and increases slowly until 1949 when 
it reaches 3 per cent of the payroll. Employees pay 
exactly the same amount, but only on the first $3000 
of their annual earnings. Old age benefits are to be 
paid to those 65 years of age or older beginning 
in 1942. 

On both taxes, therefore, the small employer will 
eventually be paying at least 3 per cent of his payroll. 
the large employer will pay 6.3 per cent. This amounts 
to approximately 1 per cent of his total sales. 

The shoe manufacturer and the tanner, too, will be 
paying taxes on their payrolls, all of which will |e 
passed on to the retailer when he buys shoes. 

Yet the Social Security Act is a popular one. Bu-i- 
ness men are pretty well agreed on the theory that it 

[TURN TO PAGE 48, PLEAS: | 
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Finstein 


CAB AR DINE 


that's MORE than Skin Deep! 





OU cant make a silk purse out of 
a sows ear, and by thesame token 
you cant reproduce the richness and 
lustrous, soft appearance of our 
Gabardine with any other yarn than 
the superior quality of worsted yarns 


that we use. 
GABARDINE SHOES 
are easily cleaned Cotton yarns are usually resorted to 


with benzine for imitations, but the resulting fabrics 


or gasoline, 
soap and water, look flat and cheap. 


or brushing. 
There is no substitute for Einstein 


Gabardine. 


-J-EINSTEIN: INC: ONE PARK AVENUE: NEW YORK 


When writing advertisers please mention Boot and Shoe Recorder 
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New features that help you 


TRADE-UP TO 
BIG PROFITS 





New, modern /ast incorporates the best features of 
expensive, foreign hand-made boots. 


Large, strong new type box-toe prevents injury 
and keeps toes from becoming cramped and cold. 

Narrow edge of sole for better balance on ski with 
new toe-strap bindings. 

Fine, durable leather used throughout. 

Steel shank as in last year’s boot. 

Instep straps optional, at small extra cost. 

Rubber top lift on the heel helps prevent snow from 
packing and sticking under foot. 


SKIERS have to be particular about their boots. Any- 
thing less than the best spoils their enjoyment of the 
sport. That’s why Bass has taken particular pains with 
this new ski-boot, combining the best features of foreign 
hand-made boots, favored by ski champions, with 
traditional Bass quality and price. 

This boot sells itself to beginners and experts— 
because it’s right. And that means more profits for you. 


G. H. BASS & COMPANY 


WILTON e MAINE 


—BASS SKI-BOOTS— 


GET READY FOR THE FIRST SNOW 
ORDER FROM THIS LIST 


















No. 1316... . MEN'S .... 
No. 1316W. . . . WOMEN’S. .. . 5.50 
No. 1349... . MEN'S... . . 5.50 
No. 1344 .. . . WOMEN’S. .. . 4.50 
No. 181 ee... a 
No. 181W . . . . WOMEN’S. . . . 3.75 







No.155 .... MENS ..... 3.15 
No. - WOMEN’S. 
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Problems of Security 


[CONTINUED FROM PAGE 46] 


it wise to try to lessen the force of future depressions 
by “taking from” in good times in order to “pay back” 
in bad years. 

The thing for shoe dealers to do right now is to 
get their payroll records in good shape so they will 
be prepared to report properly a year from now. 


Dog Theme Used To Sell 
School Kids 


Denver, CoLo.—A “doggy” promotion is being pre. 
pared by S. V. Byrne, buyer of boys’ shoes at the Den. 
ver Dry Goods Co., 16th and California Sts. 

“Every boy loves a dog,” stated Mr. Byrne. “Know. 
ing this, we mean to take advantage of it by selling 
more shoes through dog appeal to boys.” 

Displays will be doggy to the nth degree. Placards 
in black and white showing a Scottie are already being 
prepared for the promotion. They will be used in the 
windows and in the department itself. Stuffed dogs of 
all types will be confined to a pound in one of the main 
windows. A large Scottie placard will be used in the 
center of the display. On its face in bold letters will be 
the words, “Are your feet in the dog house? Get them 
out with a Scottie?” 

An adjacent window will be used to carry out further 
this theme. A huge dog house is being built to form 
the center of this second display. Sitting on top of the 
house will be a barefoot boy dangling his feet into the 
open door. Another placard will be used to remind 
persons that the two windows are advertising the same 
thing. 

Newspaper advertising will appeal to school boys 
through their dogs. It is possible that informative 
data about the different breeds will be boxed as a 
part of the advertisement. Since the shoes to be ad- 
vertised will sell for $10.50, it will be necessary to 
overcome the parents’ no-buy complex. 

Other than increasing department sales the main ob- 
ject of the campaign is to educate the public once more 
to quality buying. 


N.S.T.A. Sets Dates 


Boston—The 25th annual convention of the National 
Shoe Travelers Association, Inc., will be held in the 
Palmer House, Chicago, IIl., January 3-4, 1935. 

These dates were selected by the Board of Governors 
in accordance with the usual custom and convenience 
of the delegates, thus affording all anticipating at- 
tendance at the National Shoe Fair the opportunity of 
clearing up the work of their convention and making 
preparations for exhibits at the Fair, January 6-10. 

Through the national office of the travelers, in con- 
junction with the various railroads throughout the 
United States and Canada, the privilege of participating 
in the reduced fare will be extended all members. 



























sions 
ack” 


is to 


will 


li 


pre- 
Den- 


now: 
Ling 


ards 
eing 
n the 
os of 
main 
a the 
IL be 


them 


rther 
form 
f the 
o the 
mind 


same 


boys 
ative 
as a 
e ad: 
ry to 


n ob: 


more 


ional 


1 the 


rnors 
lence 
x at- 
ty of 
ik ing 
(). 

con: 
+ the 


ating 


poOT AND SHOE RECORDER, November 2, 1935 











[_——— 

















209 soUuT 





























For immediate wear, with gray furs and bright 
dresses. — Flint Gray, Vode Doeskin No. 978, 
Standard Kid Division. 


For spring, with Navy-Blue, bright colors, and 
pastels, Paris Gray — Glazed Kid No. 177, Vode 
Doeskin No. 967. Standard Kid Division; Glazed 
Kid No. 71 New Castle Division. . 


ALLIED KID COMPANY 
H STREET BOSTON, MASSACHUSETTS 
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| INCTLY > 


Along comes the smart, . 
new square-toe shoe and 3 
again Celastic faithfully . ° 
preserves the artful work 
of the designer. LZ 


& THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Shoe VWews 


THIS 


WEEK IN THE SHOE 


SATURDAY, NOVEMBER 2, 1935 


TRADE 


NATIONAL NEWS 





Philadelphia Agrees on Sales 





Shoe Merchants Organize into a Council for Cooperation in 
Formulating Rules for Business 


PHILADELPHIA — Shoe merchants of 
the city met at the Hotel Adelphia on 
October 25 and took action on the 
subject of mark-down sales during the 
regular shoe-selling season, binding the 
merchants in a “treaty-of-peace” until 
Dec. 24, 1935. 

For several weeks, the preliminary 
committee, under the leadership of T. 
Dun Belfield, has been negotiating with 
the various stores in town on the pro- 
posals and developed a common interest 
in a cooperative movement to give 
“some rules to the game of business.” 

Patterning the cooperative plan on 
the action of the Shoe Merchants Coun- 
cil of New York, the shoe merchants of 
Philadelphia mutually agreed to abide 
by the same basic regulations. Repre- 
sentatives from practically every inde- 
pendent shoe store in the center of 
Philadelphia were present and in ap- 
proving the plan, each merchant voiced 
his opinion and gave assent in “gentle- 
man’s agreement” to the operation of 
regular shoe selling until Dec. 24, 1935. 

The cooperation of the department 
stores is still to be negotiated. The wo- 
men’s apparel shops expressed ap- 
proval, with reservations in case of 
general store promotions over which 
the buyer might have no control. It was 
then proposed that the merchants or- 
ganize themselves for constructive ac- 
tion mutually beneficial to the retail 
shoe men and to their customers for it 
was believed that the consuming public, 
in being protected against shoe sale 
abuses, would obtain better selections 
and better service during the regular 
selling period of the year. 


The official name of the new associa- 
tion was voted the Philadelphia Shoe 
Merchants Council. The following of- 
ficers were elected: T. Dun Belfield of 
Steigerwalt’s, president; Anthony H. 
Geuting of Geuting’s, vice-president; 
C. J. Mensch, secretary; Milton Dalsi- 
mer of Dalsimer’s and A. H. Bogutz of 
the Bonwit Teller Shoe Department, 





Finds Optimism Nation-Wide 


New York—"The wave of returning confi- 
dence, evident in New York City for several 
weeks, is not a local phenomenon, but is nation- 
wide," declared George Miller, president of 
1. Miller & Sons and speaker at the shoe con- 
vention held last week at the |. Miller factory 
in Long Island City. 

During the past five weeks, Mr. Miller has 
traveled in many sections of the country and 
finds optimism where only gloom existed two 
years ago. In his own particular business, Mr. 
Miller finds the outlook unusually bright and 
he stated that orders for Winter merchandise 
has been greater than at any time in the last 
five years. 





members of the executive committee. 
The five officers constitute the complete 
executive committee. 


The merchants of “the city of broth- 
erly love” agreed to the following: 


It is proposed not to hold a reduced 
price shoe sale during this period. 


It is proposed not to use the words, 
phrases or statements, or their equi- 
valent “Sale,” “Clearance,” “Reduced 
from (to),” “Values from (to),” “Com- 
parable,” etc., in the press, in store win- 
dows, on signs, by circular or through 
the use of the U. S. mails or in any 
other consumer - contact advertisement 
whatsoever, during this period. 


It is proposed not to use comparative 
prices during this period. 


It is proposed not to give any article 
of merchandise away as an inducement 
to make a sale. 


It is proposed that this plan is in no 
way to stop the regular “promotion” of 
shoes, but is solely arranged to stop 
trade “sale” abuses. 


It is proposed that there is to be no 
objection to distributors making the 
following statements in their regular 


promotional advertising copy: Specially 
priced; Regular low price (Blanks) 
Remarkably low price; Featured price; 
Special purchase; Remarkably priced at 
etc., etc. 

It is proposed that shoes can be re- 
duced at any time from one price to an- 
other, provided that such reductions are 
not advertised in any way. 


Shoe Club to Hold 


Annual Banquet 


NEw YorK—The Shoe Club of New 
York will hold its annual banquet Sat- 
urday, November 9, in the Hotel Mc- 
Alpin. The proceeds of this annual 
affair go towards the welfare fund of 
the Shoe Club. 

Ray Perkins, popular radio comedian, 
will be the master of ceremonies at this 
affair and he will be assisted by Harry 
Hirschfield also of the radio and comic 
strip fame. 

The past affairs of this nature held 
by the Shoe Club have always met with 
great success and it is predicted that 
this affair will eclipse all others in the 
way of entertainment and attendance. 

The entertainment committee com- 
prises Barney Kimless, chairman, 
Harry Kushins, Dave Ruby, Abe Plot- 
kin, Murray Schott, and Jerry Palter. 


White Buckskin Leather Stolen 


NEw YorK—On October 16, a 
truck operated by the Tanney Truck- 
ing Company enroute from Gloversville 
to New York, was hijacked on the road 
and leather owned by the following 
companies stolen: Richard Young Co. 
Three (3) bundles containing 185 
dozen white buck finish kangaroo, and 
eight (8) bundles containing 60 doz. 
white jack buck. Salomon & Philipps. 
28 dozen oil tanned China buckskin, 
and 73 dozen through white China 
buckskin. One case. Hermann Loewen- 
stein. One case containing 29 dozen 
dyed-through China buckskin. 

If any member of the shoe or leather 
trades is offered leather of this type 
through other than organized estab- 
lished channels they are requested to 
communicate with the Tanners’ Council © 
of America, 100 Gold Street, New 
York, N. Y. 
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In Tribute 
To A Shoemaker 


TENDERING a testimonial dinner to 
George B. Rosenfield at the Cafe 
Loyale on Saturday evening, October 
26th, the Superintendent’s and Fore- 
men’s Association of Greater New 
York and vicinity gathered 650 people 
to dine, dance and pay tribute to a 
shoe manufacturer, as well as a friend 
and member of the association. No 
city in America has a greater capacity 
for expression of friendship and this 
was all the more apparent by the fact 
that dinner started at 11 p. m., speech- 
making at 12.00 and dancing con- 
tinued until the wee sma’ hours of 
the morning. 

The gathering represented merchants 
and buyers from Fifth Avenue, leather 
and supply men representing concerns 
all over the country, and every past 
and present member of the Superin- 
tendents’ and Foremen’s Association 
within the contact of the committee 
on arrangements. 

The recipient of this tribute, George 
B. Rosenfield, came from a hospital 
bed where he had been under treat- 
ment for several weeks, and stood up 
well under the shower of greetings 
and congratulations. 

The merry party was opened by 
President Harry Miller whose adminis- 
tration of the association has placed 
it in a strong membership and finan- 
cial position. William H. Parrott, 
manager of the Shoe Fashion Guild, 
paid the first tribute of the evening 
in behalf of his association and in- 
troduced the toastmaster. Then Arthur 
D. Anderson, as toastmaster, brought 
to the “mike” former presidents and 
leaders of the association — Joseph 
Goldsmith, Ike Brumer and William 
Berger. An ovation to George B. 
Rosenfield prefaced his talk to the 


audience of men and women who had 


1935 


New York Superintendents’ and Foremen's Association Holds Merry 


Party in Honor of George B. Rosenfield 


come to pay their respects. He said, 
in part: 

“I have been a member of the Super- 
intendent’s and Foremen’s Association 
since its infancy and have always been 
proud of my membership in such a 
worthwhile organization. I consider 
it the most valuable in our industry. 
Superintendents and foremen have a 
great deal of responsibility and worry 
—hboth in slack times and in the busy 
seasons. In cases of labor disputes, a 
Manufacturer cannot handle the sit- 
uation alone and it is again up to 
the Superintendents and Foremen to 
bear the greater part of the burden. 

“In normal times, Brooklyn has 
been, and still is, the center of manu- 
facturing the best shoes in the world. 
It wasn’t only a quality center but a 
supplier of men to help improve qual- 
ity for factories the country over. 
Whether down East or out West, you 
couldn’t go through a large factory 
without finding one or two men who 
came from Brooklyn factories. 

“We must not forget these shoe- 
makers for they are in a great mea- 
sure responsible for the reputation we 
have built for Brooklyn. Sometimes 
they are hard to handle, but neither 
St. Louis, Cincinnati, Boston nor Mil- 
waukee could attain the first place 
that Brooklyn holds—as greater New 
York has always been the magnet for 
European shoemakers. These men 
learned their trade in every part of 
Europe and learned to make a shoe 
from beginning to end. 

“T would therefore propose that an 
organization for research be appointed 
to study conditions in our industry— 
taking everything into consideration— 
especially the fact that there isn’t a 
city with as many idle shoemakers 
as right here, today. These men and 


GEORGE B. ROSENFIELD 


women know nothing else and must 
depend upon shoes for their living. | 
believe they could be brought back 
if all factions will forget their dif- 
ferences—the Workers, the Union, the 
Manufacturers, Tanners and the Buy- 
ers. Forget everything except the 
problems that confront them and 
studying and finding their solution. 

“The present state of affairs is just 
temporary. As soon as prosperity re- 
turns, prices will automatically come 
back and women will again demand 
Brooklyn-made shoes. Our shoes will 
again spread to all parts of the coun- 
try and the price situation will take 
care of itself. 

“TI have always considered myself 
a shoemaker. Since I was 91% years 
old and began making shoes, I have 
known nothing else. Naturally, I am 
deeply interested in the good of the 
country generally and Brooklyn in 
particular.” 

In the absence of Morgan Gross- 
man, president af the Shoe Manu- 
facturers Board of Trade, Mannie 

[TURN TO PAGE 63, PLEASE | 
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Elected General Shoe Director 


NASHVILLE, TENN. — Announcement 
has been made of the election of Henry 
W. Boyd, Jr., to the board of directors 





HENRY W. BOYD, JR. 


of the General Shoe Corporation. He 
will continue in his present capacity as 
assistant secretary and general office 
manager. 

The election of Mr. Boyd to the di- 
rectorate is in recognition of the execu- 
tive ability he has shown in the posi- 
tions of trust he has held during his 
five years’ connection with the corpo- 
ration. 


ns 


Shoe Store Opened 


DECATUR, ALA.—The Brownbilt Shoe 
Store has been opened here at 604 Sec- 
ond Avenue. B. A. Shelton, formerly 
of Nashville, Tenn., will be manager. 
He was formerly with the I. Miller 
store in Nashville and has been in the 
shoe business 14 years. 

The store here featuring Brownbilt 
and Buster Brown shoes is owned and 
operated by G. B. Morton, of Man- 
chester, Tenn. 


New Leather Featured 


CuHIcCAGO—Tic Tac Toe, a new leather 
being featured by O’Connor and Gold- 
berg, seems destined to attain wide 
popularity. This printed leather is a 
soft, sueded calfskin that makes up into 
beautiful shoes which will be ideal as a 
follow-up for the suede season. 

The name Tic Tac Toe was origi- 
nated because of the close resemblance 
the print of this leather has to the 
game of the same name. O-G have ex- 
perienced a wonderful business with it 
so far and predict that it will be one 
of the best hits for the coming season. 
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Shoe 


Friction is caused by two surfaces rubbing against 
each other. In ordinary shoes, friction is caused by 





the foot working back and forth. The Anti-Friction 


shag . The foot is kept in its proper position in 
Ti | tes this. 
seteaorbnn totaly the shoe and throughout the entire life 


of the shoe. 











The Patented Anti-Friction Tape is built into 
the shoe, goes around the foot, and is securely 
fastened to the upper at the eyelet row. 








The inside lip of the specially moulded inner- 
sole is regulated by the Patented Anti-Friction Tape 
which is adjusted by lacing the shoe. 








Made over “Combination” lasts which give 
better fit to more people than any other last ever 
modelled. 











Arches vary, but the Dr. Geo. R. Davis 
Anti-Friction. shoes fit them all. 


BP The Built-In Quality 


is instantly apparent and thoroughly dependable 
during the long life of every pair of Dr. Davis Anti- 
Friction Shoes. 


BP Complete In-Stock Service 


which means immediate shipment from full size and 
width ranges, insures customer satisfaction. 


Bp The Investment is Small 


Carry sufficient sizes to give proper fitting and dis- 
play—then take advantage of our factory in-stock 
service. 


Co-operative Advertising 


and “Dealer Helps” impressively drive home the 
points of merit in both corrective features and ultra 
fine construction. 


TWENTY-EIGHT (proven sellers) STYLES IN STOCK 


SPECIAL AGENCY PLAN, for Localities where 
representation is open, on request 


@ 
Exclusively Manufactured by 


_—— BROS. SHOE (0 
FINE SHOEMAKERS . 
BROCKTON 
CAMPELLO, MASS. 
CAlso Makers of the Famous THOMPSON Shoe 


EP 
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RIDING 





BOOS 


0) DONNE 


O’Donnell Aristocrats are en- 
thusiastically accepted by the 
devotees of the equestrian art— 
are featured in the outstanding 
stores of the nation. 


America's 
Foremost 
Riding 
and 
Military 
Boot Line 


Riding Boots for 


Christmas Presents! | 


Get your share of this profitable busi- 
ness. Your biggest boot season is just 
ahead — riding boots and jodhpurs for 
Christmas presents! Take advantage of 
O’Donnell Aristocrats prestige and com- 
plete stock service. Order now—prompt 
shipment assured. 


The O'Donnell Shoe Co. 


Humboldt Tenn. 
New York Office: 531 


Marbridge Bldg. | 
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“Four Horsemen” of O-G Staff 


Together this quartette has served the public of Chicago 182 years in shoe selling. 
Left to right: L. J. Brody, Gene Hope, Harry Hartman and Julius Wolff. 


Cuicaco—“Twenty-One Years Is a 
Very Long Time” according to the cur- 
rently popular Hill Billy song bearing 
that title, but to the “Four Horsemen” 
of O-G, 21 years isn’t even a drop in 
the bucket. An aggregate of their 
ages (as near as can be found out) 
totals approximately 260 years, with 
182 of these years spent in the retail 
shoe business. 

The names of the famous “Four 
Horsemen” are: Gene Hope, Julius 
Wolff, Harry Hartman and L. J. Brody, 
and there is an individual history of 
the shoe business that goes with each 
man. Gene Hope has been in the retail 
game for over 30 years. For 25 years 
he was with Hassell’s store of this city, 
and the remainder of his time has 
been spent with O.-G. Julius Wolff 
has been in the business for 45 years, 
with the last 30 of them spent with 
O.-G. Harry Hartman has been at it 
for 45 years, with the last 25 of them 
spent at O.-G. L. J. Brody has 
a little better than 62 years in the re- 
tail shoe business to his credit, with 
25 of them spent with O.-G. 

These men represent the “cream of 


the crop” in the retail selling field, 
and their combined yearly sales run 
well in excess of a half million dollars, 
A conservative estimate of their total 
sales at the fitting stools would run 
well over a quarter of a billion dollars. 
These figures are something that the 
retail shoe salesmen of this country 
could shoot at for a long long time with. 
out breaking the fine record set up by 
these men. This record is not only a 
fine reflection on the men that made it, 
but also on the men behind the scenes, 
namely, Messrs. O’Connor and Gold. 
berg. 

O’Connor and Goldberg is an institu- 
tion in the trade and the majority of 
its sales force consists of veterans. 
Every man working for this fine outfit 
feels that the business is partly his, 
and that he is a part of the business. 
When a feeling of this sort exists noth- 
ing but success can come of it, and the 
outstanding success of this organiza- 
tion is sufficient proof of this statement. 
Our hats are off to O’Connor and Gold- 
berg, and may the “Four Horsemen” 
ride on to even greater glory! 





Trends of Today 


[CONTINUED FROM PAGE 44] 


with, is also based on the fashion ap- 
peal, but in this instance it is part of a 
promotional campaign used by the store 
in connection with a campaign to pop- 
ularize “British Walkers,” a line of 
shoes designed, named and featured by 
this store. Windows and interior dis- 
plays were also used in connection with 
this promotion, and to carry out the 
“British” idea, the soldier that appears 
in the ad was made the symbol of the 
campaign, small wooden soldiers being 
used in windows and displays inside 
the store. The registered trade mark 
obtained by the store for this line also 
appears. The entire promotion, which 
has proved a big success, was described 
in BooT AND SHOE RECORDER, Oct. 26 
issue, on page 30, under the caption 
“British Styles, Made in America.” 
Distinctive hand-lettered headings 
and signatures were used for this Volk 
series of advertisements and the text 
was typewritten and reproduced direct 
from the typewritten copy. For the 


most part the text was descriptive of 
the shoes, with an introductory para- 
graph or two of which the following is 
a typical example: 

“Practically over night they’ve be- 
come famous. Already tremendous re- 
orders have gone forward; for, con- 
fident as we were of their success, the 
enthusiastic acceptance of _ British 
Walkers has far exceeded our expecta- 
tions. Discriminating women like their 
carefully chosen lasts ... their easy 
fit... but, best of all, they like their 
fashionable British swagger and their 
absolute rightness with the casual 
clothes they’ve adopted for smart day 
wear. . . . Exclusively created to our 
own specifications with special features 
not to be had in any other footwear, 
‘British Walkers’ are to be had in Dal- 
las only at Volk’s.” 

All of which goes to show that en- 
terprising shoe men have no idea of 
being caught napping in the keen com- 
petition for the new and better business 
that now gives promise of materializ 
ing, due to increased purchasing power 
of America’s consuming millions. 
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a 
SHOE BUYERS 


NEAREST NEW HOTEL TO 
PENNSYLVANIA STATION 


1200 rooms each with radio, private 
bath, (tub and shower) circulating ice 
water, servidors. 4 air-cooled restau- 
rants. Old Silvernails Tavern. Near 
large department stores, Holland 
Tunnel. B & O buses stop at door. 





STOCK 


“es Beonine Raber 
1163 Genuine Gold 
$3.25 


24 Last, Full Round 
Toe, 11/8 Block Heel 


AA to C Widths 


as above in 21/8 Louis Heel 
1160 Genuine Silver Kid....... * a 
1162 Genuine Gold Kid........ 


L 
WHY _—o 
nano 


SANDALS 














R1564 Black Faille, silv. 

R1566 White Faille, silv. 

R1568 Black Velvet, silv. 

R4318 Black Faille, —_ . 

R4320 White Faille, satin str... 
AAA to C Widt hs 

R1570 Green Velvet, silv. str... 
R1572 Red Velvet, gold str 

AA and B Widths Only 

95 Last, Medium Full Toe, 
21/8 Louis Heel 

Above All Carried in Stock in All 


w8 wre 
33 33833 


ne 











Materials with 11/8 Block Heel 4 





Mr. Retailer: 


Smart Evening Sandals sell more profitably than any other women’s foot- 
wear. Our large floor stock makes it possible to supply your needs at a 
moment’s notice. Ii you avail yourself of this service you can turn your 
Evening Sandal Stock surprisingly fast. 


ALL WHITE FABRICS 
ARE ESPECIALLY 


TREATED FOR DYEING ds 


Terms: 2% 10 Days; Net 30. F.0.B. Factory. 


HANNAHSONS 


HAVERHILL, MASS. 


SEND FOR COMPLETE 
IN-STOCK BULLETIN 





Rit4t Genuine silver kid........ $3.10 

Rii43 Genuine gold kid......... 3.60 

— "| “aeeaeey 2.00 
3 White Faille 

R4308 Black Velvet 


24 Last, Full Round Toe, 11/8 Block 
Heel 


AA to C Widths 


Above All Carried in Stock in All 
Materials with 21/8 Louis Heel 














When writing advertisers please mention Boot and Shoe Recorder 
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Women's Shoes 


| 
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LUMBARD 5" 


\ Modern Turn Shoes That Fit 
pane WILL NOT GAP 
Ruby Kid, New “SHORT BACK” Lasts 
in Stock 
we A-EE 30 STYLES Send for 
$2.40 IN STOCK catalog 10 


IMBARD. SHOE CO 


ST. LOUIS 
STANDARD BRANDS 


We specialize in women’s 
men’s and children’s samples 
and fobs for special promo- 
tions — handle nothing but 
St. Louis made shoes from 
reliable sources. 


“While in town see Weil” 
M. K. WEIL SHOE CO. 


1326 Washington Ave. St. Louis, Mo. 





KU SH-IN-EZE 
HAND TURNE 
FOOTWEAR 


IN STOCK 
No. 156 Black 
Kid $2.35 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 


6 OS 6 6 8 SP EO 


Women's Comfort Shoes 


6 8 8 8 Oa | 





] PLAIN TOE JULIET 


GENUINE HAND TURNED 


IN-STOCK 
SIZES 3%-9 
EE WIDTH 


$2.10 


as illustrated. Black 
Kid plain toe Satin 
finished goring. Cush- 
ion Sock Lining 6/8 
Rubber Heel. 


ABBOTT BROS. SHOE CO. 


ANDOVER, MASS. 

















Plan to Build New Factory 


FREEPORT, Me.—Plans are under con- 
sideration by Mersky Brothers, owners 
of the Lenox shoe factories, for the 
building of a new factory here, which 
will be used for the manufacture of 








a 


- 


BOOT AND SHOE RECORDER, November 2, 1935 


Invents Adjustable Arch 


CARBONDALE, Pa.—James A. Fikany, 
retail shoe merchant of Carbondale, 
has invented an interesting adjustable 
steel arch for shoes based on an en- 
tirely new idea which has been fully 
covered by patents. The spring steel 





James A. Fikany and his adjustable 
steel arch 


arch is specially designed in rights and 
lefts and has a set screw device which 
the wearer can reach in a moment by 
simply lifting the heel pad and raising 
a patented flap in the insole. Thus 
the arch can be adjusted for height 
or length to fit the requirements of the 
individual, and in cases of variation 
between the feet, either shoe can be 
adjusted to the exact degree that is 
necessary. The entire arch weighs only 
half an ounce. 

Mr. Fikany is a practical shoe man 
of wide experience and his invention 
is the result of his own work in en- 
deavoring to solve the many foot prob- 
lems that have come to his attention. 
He is convinced that it has a definite 
place in the orthopedic shoe business. 





welt shoes. It is expected that the fac- 
tory will be 300 ft. long and 60 ft. 
wide, and three stories high. Several 
lots have been looked over and in all 
probability the factory will be built 
this Fall on the lot on Railroad Ave- 
nue, just east of the present factory. 


Shoe Store Has Sloping Windows 


Los ANGELES, CALIF.—The new W. 
L. Douglas store opened here in Oc- 
tober at 544 S. Broadway and managed 
by T. R. Weaver, veteran shoe man, is 
the first shoe store in the city to have 
plate glass display windows that slope 
in toward the top, the glass being set 
at 9 degrees off the perpendicular. 

“This has the effect of cutting out 
direct reflections from the other side 
of the street, especially reflections of 


NIA 


TRADE MARK REGISTERED 
e 


Your customers respond 
to the appeal of comfort 
and the appearance of 
quality. Van Tan Inner- 
soles supply both to an 


exceptional degree. 


VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 








automobile lights and light from illum- 
inated windows on the other side of 
the street at night,” says Mr. Weaver. 
“When you look in now you see shoes 
and not somebody’s headlights.” 

The new Douglas store has a front 
of 12 feet on Broadway and a depth 
of 60 feet. The fixtures are modern 
in design and the interior well lighted 
with indirect light. Mr. Weaver 
formerly operated a chain of shoe 
stores throughout the southeastern 
states with headquarters at Birming- 
ham. For a time also he was in the 
wholesale shoe business in Los Angeles. 
Associated with him now is T. C. Mont- 
gomery, formerly owner and manager 
of a line of building material yards in 
the Dakotas. . 

The location is central and close to 
some of finer men’s stores of the city. 


New Shoe Outlet Opened 


N. BONNEVILLE, WASH.—With the 
host of new businesses open neer the 
site of the building of the Bonneville 
Dam, and harnessing of the Columbia 
River, a new shoe outlet has been 
created here. Established in the New 
Lucas Bldg., is the recently opened 
M. A. Richter Men’s Store, with Dan 
Pink as manager. Sturdy work shoes, 
heavy duty police shoes, waterproot 
footwear for dam builders, and dress 
shoes for social wear, are featured for 
the men workers on the great payro!! 
project. 





= mH FS hw Fs Ct lh 


BOOT AND SHOE RECORDER, November 


David Levin Now Partner 
NEw York, N. Y.—J. W. McGee, of 


McGee Patterns, Marbridge Building, The Proven 


who also models shoes under the name 


of Jodel, announced last week that ¢ ‘A 
David E. Levin, who has been asso- AEE: The Tried—and 


ciated with him in the capacity of de- j 
signer, has been made an equal partaer & : 
in both firms. Rasa The True 


that exactly describes the DOCTOR SHOE as a 
feature shoe and a business building line. For 
a decade it has proven its worth to the merchant 
who sells them and the customer who buys them 
for correcting minor foot ailments or for keep- 
ing normal feet healthy. Styles and correct lasts 
for the conservative man, and also the dressier 
types, are all shown in our catalog. 


THE DOCTOR SHOE TO RETAIL $7.50 to $9.00 
THE RACINE SHOE TO RETAIL $5.00 to $6.50 





CATALOG 
SHOWING 
186 
IN-STOCK 
STYLES 


DAVID E. LEVIN WRITE OR WIRE FOR DETAILS 





Mr. Levin is well known among man- 
ufacturers and retailers of fashionable 
women’s footwear as the designer of 
many original creations, some of which 
have attained extraordinary success 
and recognition. He was born in Eng- 
land and came to this country at an 
early age. He developed a talent for 
drawing and studied at the Pratt Insti- 
tute in Brooklyn and elsewhere. The 
field of shoe designing attracted his 
interest and he was quick to sense the 
close relation of shoes to the costume, 
which forms such an important factor 
in successful shoe designing today. 

Possessed of an artistic sense of 
color, line and proportion, Mr. Levin 
has also given careful attention to the 
practical aspects of shoe designing 
which affect the all-important element 
of fitting. He has many close friends 
and acquaintances in all branches of 
the shoe industry, who will be pleased 
to know of his advancement. 


Ronnie Mermelstein Proud Father 
NEw York, N. Y.—Ronnie Mermel- 
stein, New York representative of the 
Devine and Youngel Shoe Mfg. Co., 


Harrisburg, Pa., is the proud father 


of a baby girl, born October 18 in the SHOE MANUFACTURING COMPANY 
Harbor Sanitarium in New York. 

Mr. Mermelstein’s new daughter has a Dp . Cl ° ° 
been named Mary Ellen. She weighed ’ AI COVEILAE— 
six pounds at birth and Mr. Mermel- 
stein states that both mother and 
daughter are doing fine. 
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Ballet Slippers 
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BUY A NATIONALLY KNOWN 
BRAND 


We carry everything in dancing shoes, 
also a complete line of bowling shoes. 


Write for price list 
ROVICK THEATRICAL SHOE CO. 
Manufacturers 


325 W. Madison St. Chicago, tI. 
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Dancing Shoes and Taps 


BLACK CALF 
PAT. LEATHER 


Women's 
A-B-C 242-8 
$1.55 


A- -2 


Owens SHOE Co 


28 Goodhue St., Salem, Mass. 








or 


Shoe Trees 


ei 


QUICK PROFIT ITEM - 50: 


SIMPLEX SHOE TREES RETAILER 


SELF ADJUSTING Vv PN 
A Gentle Squeeze soa mete 
Inserts or Removes awe womte 
wokege" J’ Simplex 
SALES PLAN SHOE TREE 1 CO. 


ICHIGAN AVENUE: CHICAGO | 





Children's Shoe Department 


Moved 


Wuite Puains, N. Y.—The White 
Plains branch of B. Altman & Co. has 
separated its women’s and children’s 
shoe departments, moving the latter 
from its previous location adjacent to 
the women’s shoe section on the second 
floor to a ground floor spot. Richard 
A. Barnes is manager of both depart- 
ments, with Marcus Rosic as assistant 
in charge of the children’s section. The 
women’s section is not affected by the 
shift and Mr. Barnes continues direct 
supervision of that section. 
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Specialty Shops Increase Sales 


The new specialty shop in the M. O'Neil Company in Akron which caters to the 
hard-to-fit miss from ten to sixteen years of age. This new shop was designed and 
built by Joseph Schultz, a member of the O'Neil organization. 


AKRON, OHIO—The hard to fit young 
lady of from ten to sixteen years, 
especially the one who feels she wants 
an abundance of style in her low heels, 
now has a shoe department to her lik- 
ing in the M. O’Neil Co. department 
store. Here shoes are featured in all 
types for dress, play and school in 
heels from 8/8 to 13/8 that are priced 
from $3.95 to $6.95, with the majority 
of styles in the $3.95 price range. 

The department was designed and 
made by Joseph Schultz of the M. 
O’Neil Company organization. 

Specialty shoe departments are show- 
ing a rapid increase all over the coun- 
try, so shoe buyer L. P. Hallack was 
asked how the new department came 
into being. He said: “I am very much 
in favor of the specialty shop idea. In 
this store is a men’s and boys’ shoe de- 
partment on the main floor. The mez- 
zanine floor, due to the construction 
of the building, is really half a floor. 
Here is the main women’s shoe salon, 
where shoes from $6.00 to $14.75 are 
sold. Among the lines carried are 
Palter-DeLiso, Laird & Schober, An- 
drew Geller, Arnold Authentics, A. & 
A. LoPresti. Besides we do a tremend- 
ous business on Red Cross and Shelby 
Arch Preservers. On one side of this 
department is the Paragon Shop, fea- 
turing shoes all at one price, $4.00. 

This department is so arranged 
that it is practically a separate shoe 
store. The same applies to the chil- 
dren’s shoe department. 


“I think specialty shops in depart- 
ment stores greatly increase volume. 
This belief is borne out by the results 
of the many in operation. Sandal shops, 
in particular, have shown a very profit- 
able operation sheet. 

“Our Sandal Shop, located on the 
main floor in 1934, selling only white 
fabric sandals, etc., sold close to 4,000 
pairs. This year, due to some previous 
promotion, the same space could not 
be had. We tried to sell this same 
type of footwear, made by the same 
manufacturer, at the same price, $1.93, 
in our Paragon Shop. Less than half 
the number of pairs were sold as in 
the specialty shop, and with the same 
amount of advertising in both years. 

“T do not believe in having the same 
salespeople sell all types of shoes. All 
of my departments have salespeople 
who sell only in their particular de- 
partment. A man who sells shoes all 
day long from $10.00 to $15.00 is not 
worth a dime when called on to fit 
$4.00 shoes. 

“This newest specialty shop has 
proved to be a most profitable venture, 
one which clicked from the start. 
Youngsters like the appearance of the 
modern furniture, as it gives them a 
prideful sense of importance, of being 
almost grown-up. Departments with 
furniture and fixtures of this sort are 
rapidly relegating to the past the old 
style children’s departments, with their 
pictures and what not.” 





Women's Salon Enlarged 


CuicaGco, Itu.—The Pittsfield Build- 
ing women’s salon of the Florsheim 
Shoe Company will be enlarged by the 
addition of a 17-foot frontage on the 
Wabash Avenue side, and 27 feet extra 
frontage on the Washington Street 


side of the present store, as soon 4s 
the tenants of these spaces vacate. Al- 
though only about a year old, this store, 
under the management of W. J. 
Palacio, has forged ahead rapidly and 
finds the need of more selling space im- 
perative to retain the present volume 
of business. 
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FINE SHOES 
made bya 


MODERN METHOD 


Many leading manufac- 
turers of quality footwear 
are producing Silhouwelts 


in smart new designs. 


They offer unsurpassed 








values to the wearer and a 


real business building op- 





portunity to the merchant. 











UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 











Children's Footwear 





MRS. DAY’S IDEAL BABY SHOES 


MRS. DAY'S IDEAL BABY 
SHOE CO. 
Mass. 
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Women's Shoes 
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GREGORY & READ CO. 
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SQUARIES 
ARE 
SMARTEST 


Fastest Sell- 

ing Style in 

years. May we submit popular 
priced samples? 

FREDERICK SHOE CO. 


DERRY, N. H. 
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of 10% of Hides 





Tanners’ Council Holds Annual Meeting in Chicago, Adopts 


Resolutions, 


CHIcCAGO—The Tanners’ Council of 
America held its annual meeting Octo- 
ber 24 and 25 at the Palmer House 
here. The meeting opened Thursday 
at 10:30 A.M. with an address of wel- 
come by Percival E. Foerderer, chair- 
man of the board. Following this ad- 
dress, Fraser M. Moffat, president of 
the Council, gave the report of the 
president. 

Fred O’Flaherty gave the laboratory 
director’s report, followed by E. A. 
Brand, who gave a short talk on the 
Washington situation. The meeting 
was then concluded by the address of 
Merrill A. Watson, executive vice-presi- 
dent of the Tanners’ Council, who 
talked on significant developments in 
the leather industry here and abroad. 

A luncheon meeting was held in the 
afternoon and commenced with an ad- 
dress by Clarence B. Randall, vice- 
president of the Inland Steel Company. 
Mr. Randall talked on some present-day 
industrial problems. At the conclusion 
of the luncheon meeting, group meet- 


Re-elects Officers 


ings were called and were held in 
charge of the group chairmen. 

Two important resolutions were 
passed at the Tanners’ Council meeting, 
One provided that a committee be ap- 
pointed to negotiate with the Govern. 
ment for the release of not more than 
10 per cent and not less than 5 per 
cent of the total of drought hides, calf 
and kip skins held by the Government 
within 60 days, the marketing of fur- 
ther quantities to be considered after 
the disposal of this quantity. 

The other resolution asked that the 
newly constituted Board of Directors 
reaffirm the trade practices and labor 
conditions that have previously been in 
force. 

The principal officers were reelected 
at this meeting, as follows: Percival E. 
Foerderer, chairman of the board; Carl 
F. Danner, vice-chairman; Fraser M. 
Moffat, president; Merrill A. Watson, 
executive vice-president, and J. Louis 
Nelson, secretary. 





Hardbeck Goes With Selby 


PoRTLAND, ORE.—Ray W. Hardbeck, 
former manager and owner of the 
Hardbeck Shoe Store in Portland, Ore., 
and recently associated with J. J. Hag- 


RAY W. HARDBECK 


garty of Los Angeles, Cal., has re- 
signed that post to join the Selby Shoe 
Company of Portsmouth, Ohio. Mr. 
Hardbeck will call upon dealers in 
Montana, Colorado, Wyoming, Utah, 
New Mexico, Arizona, and part of 
Texas, representing the three nation- 
ally famous Selby Shoes for women— 
Preservers, Tru-Poise, and Styl-eez. 


Shoe Club Holds Meeting 


New York—tThe regular meeting of 
the Shoe Club was held October 22 in 
the Hotel McAlpin. Lou Robinson gave 
a very interesting talk about organiza- 
tion and also about his experiences in 
the leather industry in the past 25 
years. 

Jesse Adler was present and enter- 
tained the members with many of his 
funny stories. A serious note was 
given to the members and their friends 
by Albert Biegel, president of the Shoe 
Club, who spoke of his hope that the 
people in the shoe industry would real- 
ize the necessity of such an organiza- 
tion as the Shoe Club and that they 
may rally to the support of the unfor- 
tunate ones in the industry. 

Oran McCormick read some very 
commendable poetry and also showed 
moving pictures of the Shoe Club out- 
ing at Elmsford, this past Summer; 
the Boot and Shoe Traveler’s outing 
at Glen Head, L. I., and some colored 
moving pictures of the Sak’s 23 an- 
nual outing, held this past season. 

About one hundred members and 
their friends attended this meeting of 
the Shoe Club. 


Ray Jackson With 
Frederick Shoe Co. 


Derry, N. H.—Ray Jackson, former- 
ly with A. J. Anderson, Amesbury, 
Mass., shoe manufacturing organiza- 
tion, is now representing Frederick 
Shoe Company of Derry, N. H., in a 
territory which extends as far West 
as Chicago and as far South as 
Atlanta. 
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Shoe Clown Stops Traffic 


BROOKLYN, N. Y.—Ha rris Bros., shoe 
retailers of 1826 Kingshighway, Brook- 
lyn, New York, who recently moved 
into their new shop at this address, 


employed a clown to attract attention 
to the store’s new location. The idea 
proved effective and throngs of people 
stopped to see what it was all about. 

Harris Bros. specialize in Tread- 
easy Shoes for women and Kali-sten-iks 
for children. 


Appointed Sales Manager 


New York—“Jerry” Freehling, 
popular shoe salesman in the Middle 
West, has been appointed Sales Mana- 
ger for The Comfort Sandal Mfg. Co., 
Long Island City, N. Y. “Jerry” will 
continue selling the volume trade with 
his new line that he formerly sold for 
H. Jacob & Sons, Brooklyn, N. Y. 


Rhythm Step Salesmen Meet 


St. Louis, Mo.—Sales representatives 
of the Johnson, Stephens and Shinkle 
Company are highly enthused over the 
outlook for Spring business. The sales 
representatives of the company held a 
banquet at the Coronado Hotel before 
leaving for the trade territories Octo- 
ber 22. Instead of the usual profes- 
sional entertainment provided on such 
occasions, the evening entertainment 
was devoted to short talks by the sales- 
men themselves. In addition to the 
showing of the new Spring line, the 
salesmen were given a presentation of 
the Spring advertising campaign which, 
according to President Stephens, will be 
the biggest and most dramatic cam- 
paign ever conducted by the company. 


Armstrong Made Sales Manager 


LyNN, Mass.—Douglas Armstrong, 
who was formerly sales manager for 
A. M. Creighton, of Lynn, and later 
was in the insurance business, is now 
sales manager for Dyer & Hall, of 
Auburn, Me. 





AT THE 


POINT of SALE 


A man looks at Panco Sta-Tite heels and re- 
acts favorably—he wears them and becomes 
enthusiastic. Beneath their clean-cut surface 
is an exclusive, patented feature of construc- 
tion that accounts for greater resiliency— 
longer wear—permanently tight fit at the 
edges. Panco Sta-Tites help sell shoes—by 


u.s. pat, _ their appearance, plus their performance. 


No. 1,998,988 


PANTHER PANCO CO. cHELSEA, MASS. 
* 
LEANN (Ba) 


STA-TITE 


CACHES; 
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Riding Boots 


BOOT 


Headquarters 


A complete line of Riding, 
Field and Jodhpur Boots. 
Cowboy Boots and Boot Shoes. 
Boots to meet your every 
deinand in style and price. 


































Our large floor stock 
means quick service. 


KIRKENDALL 
BOOT COMPANY 
Omaha, Nebraska 
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Bowling Shoes 
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BOWLING SHOES 
PRICE 
Men’s Women’s Oxfords- 
$2.45 $2.35 5¢ less 
Combination Sole 
Right Foot 
Rubber Sole 
Rubber Heel 
Left Foot 
Buckskin Sole 
Rubber Heel 



















No. 224 





BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts., Philadelphia 
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Men's and Women's 
Slippers 
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EVANS-SLIPPERS 


HAND TURNED CEMENT 
OR PADDED SOLES 


eS oo. 


R 
MEN, WOMEN, CHILDREN 


No. 1605. 
Padded sole 

























opera 
Tan and Black, 
6-12D $1.25 

















77 STYLES 
IN-STOCK 


SEND FOR 
CATALOG 


i L.B.EVANS'SON CO. 








WAKEFIELD 
MASS 












The Modern Heel 
[CONTINUED FROM PAGE 42] 


word for it and bought the shoes, and 
he said ‘I will guarantee you that heel 
will not come off.’” In this she was 
corroborated by her husband, who was 
: present at the sale. 

' The contradiction of this evidence 
; rests in the testimony of Hersinger, 
who said that he recalled the sale only 
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after. examining the sales slip thereof 
made by him at the time; did not re- 
call any conversation with the appellee 
about the heel of the slipper, and did 
not know, when he made the sale, that 
the slipper had a defective heel. The 
slippers were purchased by J. C. Penny 
Company from a reputable manufac- 
turer. 

The action is in tort and is based on 
the negligence of Hersinger in selling 
the appellee slippers with a _ defect 
therein as hereinabove set out. The as- 
signments of error are that the court 
below erred, 

1. In setting aside the first verdict 
and judgment, and, 

2. In refusing to direct a verdict for 
the appellants on the second trial. 

The motion by the appellee for the 
setting aside of the verdict and judg- 
ment on the first trial complained of 
the granting of certain instructions, 
and alleged that a juror, on his voir 
dire, had given a false answer to a 
question, the correct answer to which 
would have been material to appellee’s 
counsel in determining whether or not 
to challenge the juror peremptorily. A 
ruling made by the trial judge when 
passing on this motion seems to indi- 
cate that he set aside the verdict and 
judgment on the second of these 
grounds. 

It will not be necessary for us to 
determine the correctness of this rul- 
ing if the appellee was entitled to have 
the verdict and judgment set aside be- 
cause of the granting of the challenged 
instruction. This instruction is as fol- 
lows: 

“The court instructs the jury that a 
retail dealer in merchandise who does 
not manufacture the article sold is not 
liable for an injury resulting to a cus- 
tomer because of a defect that was 
either not known to the retail dealer 
or was a defect that the customer had 
an equal opportunity with the dealer 
to know; and if the jury believe from 
the evidence in this case that the said 
shoe heel did come off from a defect 
of manufacture, if such were the case, 
it is the sworn duty of the jury to re- 
turn a verdict for the defendants, un- 
less the jury has been satisfied by the 
greater weight, or preponderance of 
the evidence, that said defect, if any, 
was known to the defendant, was un- 
known to the customer, and the cus- 
tomer did not have an equal opportu- 
nity with the retail dealer to discover 
the defect, if any, before the occurrence 
of said injury, if any.” 

The correctness of this instruction 
and of the appellants’ contention that 
they were entitled to a directed verdict 
on the second trial present the same 
question of law and will be considered 
together. 

We will assume, but merely for the 
purpose of the argument, that the in- 
struction granted on the first trial an- 
nounces a correct rule of law as applied 
to the hypothetical facts therein stated. 
2A.L.I Rest. of Torts, Sec. 388. The 
appellee’s complaint is that Hersinger, 
knowing that the heel was loose, negli- 
gently assured the appellee that it was 
properly attached to the slipper and 
would not come off, on which statement 
she relied in purchasing the slippers. 
This element is omitted from the in- 
struction and the jury were authorized 
to find a verdict for the appellants 
without reference thereto. The rule 
here applicable is stated in A.L.I Rest. 
of Torts, Sec. 401, as follows: 
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“A vendor of a chattel made by a 
third person which is bought as safe 
for use in reliance upon. the vendor’s 
profession of competence and care is 
subject to liability for bodily harm 
caused by the vendor’s failure to ex- 
ercise reasonable competence and care 
to supply the chattel in a condition safe 
for use.” Also 45 C.J. 892. The ap- 
pellee’s evidence brings the case with- 
in this rule. 

But the appellants say that the evi- 
dence does not disclose whether the 
heel came off of the slipper and caused 
the appellee’s fall, or whether she fell 
for another reason, thereby causing the 
heel to come off of the slipper. The 
appellee testified that her fall was 
caused by the heel of the slipper com- 
ing off, and on the evidence the jury 
were warranted in so finding. 

The story of $5,000 for guaranteeing 
a defective heel—and the moral of it all 
is “don’t guarantee anything and don’t 
fall for the racket of liability for an 
article inherently or imminently non- 
dangerous to use.” 





What Do We Face Tomorrow? 
[CONTINUED FROM PAGE 37] 


shoe prices or leather prices on the 
one hand, and raw material costs on the 
other—are inextricably related. There 
is no policy or attitude toward the one 
which cannot affect the other. Our trou- 
bles in both instances, however, spring 
from the same source. First, our ten- 
dency to ignore what should be the 
cardinal principle of our business—the 
determination to obtain a fair profit on 
today’s business on the manufacture 
and the sale of leather, rather than 
banking on future risks and uncertain- 
ties. Second, our failure to act on the 
facts, when those facts are available, 
because of our reluctance to accept 
counsel and our greater reluctance to 
trust our neighbors. 

You may think my remarks lacking 
in what is commonly known as con- 
structive suggestion. In my opinion the 
most constructive task of the industry 
is frankly to acknowledge its weakness. 
Certainly we are not beyond redemp- 
tion. There are signs that many of us 
are willing and able to meet ancient 
problems in a new spirit of planned 
policy, cooperative thinking and action. 
Such a thing as the widespread interest 
of the industry in new methods of in- 
ventory valuation is an instance of our 
ability to do long range thinking. No 
effort of the Council deserves your sup- 
port more than this attempt to get us 
all thinking about the basic problems | 


have stressed today—that is—getting a - 


profit from the manufacture of leather, 
rather than discounting the future. 

Finally, may I remind you that our- 
is a mature industry in an economic 
world of progress and change. If the 
industry is to retain its economic place 
in the sun, tanners must be alive to the 
urgent problems that confront them. 
There is no other way of attacking 
those problems than through group 
thinking, group planning and common 
action. 











When you come to 
New York to attend 
the Nat’l Shoe Manu- 
facturers Asso. in 
Dec. (or any other 
time) stop at this 
modern, 24-story hotel 
—in the very center 
of Times Square. 
Only four minutes’ 
WALK to ‘Radio 
City,’’ 69 theatres and 
Madison Square Gar- 
den, 


45th Street, Just West of Times Square. 
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Maximum comfort at 
minimum cost. 

ly furnished 

with all 

minute conveniences 
(including 60 watt 
bathroom bulbs—a 
great help when shav- 
ing!) Daily rates as 
low as $2.50 single— 
$3.50 double. (Please 
write for reservations 
to insure choice ac- 
commodations.) 


W. Stiles Koones, Mgr | 


LINDELL BLVD. AT SPRING AVE. 


FAMOUS FOR ITS FOOD 








THE NEWEST IN SPATS! 
ZIPPER FASTENED—NO BUTTONS 


An instant hit with men everywhere! Here are the 
features men like about Smoothie Spats. They are 
separating zipper fastened and are easily and quickly 
put on and taken off. They fit like a glove to ankle 
and shoe, never wrinkle or bag and are always smooth 
and trim. 


Feature Smoothie Zipper Spats now in your men's shoe 
department. They are sure sellers because they're the 
only spats with real selling features. 


The 
SMOOTHIE 
SPAT 


Smoothie Zipper Spats are carefully tailored from the 
very best materials in various colors to harmonize with 
any costume. And are manufactured to retail @ $1.95 
and up, depending on materials. 


ROOMS FROM 


52,20 


GARAGE ADJOINING 


ae THE DIRECTION OF SORES See 
IS 





P.J.SPAT CO.‘xee von 














Handbags for Christmas Gifts 








Last week's issue of the RECORDER emphasized the possibilities 
of handbags as one of the lines of merchandise adaptable for 
sale as Christmas gifts in the retail shoe store. Illustration 
pictures several styles received too late to be shown last week. 
Courtesy of Elanbee Sales Company, Inc., Boston, Mass. 





Manages New Store 


BALTIMORE, Mp.—H. A. Goldsmith is 
manager of the new Thom McAn 
branch store opened at 1801 Pennsyl- 
vania Avenue, and A. Johnson is as- 
sistant. This new Thom McAn shoe 
shop is modern in every respect and 
typically arranged and appointed along 
lines of other shops operated by the 
Thom MecAn Shoe Corp., of New York. 


In Tribute to a Shoemaker 
[CONTINUED FROM PAGE 52] 


Meyer presented Mr. Rosenfield with 
a gold watch, suitably inscribed. Mrs. 
Rosenfield was presented with a bou- 
quet of roses. 

The Hon. James J. Lyons, president 
of the Bronx, saluted Mr. Rosenfield 
as a public citizen and friend, and as 
a craftsman in “kid.” President Lyons 
approved the idea of a research study 


of the market for quality footwear and 
predicted for Brooklyn greater prog- 
ress because of the factors of better 
purchasing power and better appre- 
ciation of art, craftsmanship and 
fashion in footwear. 


Wooden Shoes Sold by Hundreds 
[CONTINUED FROM PAGE 24] 


Some are finished and some are un- 
finished. The unfinished ones are in 
plain wood, just as the Creator made it, 
but the finished ones are dolled up in 
various unique ways. Some are var- 
nished and ornamented with patches of 
color while others are painted to match 
either the cow or the costume. Some 
have a patch of ornamental leather 
across the throat while others are quite 
in style this season with a broad sabot 
strap across the instep. 

Koopman has his own display and 
promotion methods. The sidewalk dis- 
play shown in accompanying picture is 
built around a wheelbarrow. The large 
pair in the middle is not worn by a 
giant. That pair is for display only. 

When the little town is celebrating 
its annual Hay and Dairy Fiesta each 
year, usually in September, Koopman 
gets into the big parade (by all odds 
the largest parade of the kind staged 
in the world) with an old time buggy, 
or buck-board loaded with wooden shoes 
and right there from 15,000 to 20,000 
people see that The Dutch Store is in 
the wooden shoe game with a stock 
that cannot be duplicated this side 
of the Atlantic. 
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Look for this stamp 

on all shoes made 

on “Down fo the 
Wood” lasts. 
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Last designed far 
use WIth e/ther 
type of insole 


Saddle rnsole 


The last shown above is made to accommodate both 
ordinary and saddle types of innersoles. 


Shoes made on “Down to the Wood” lasts are snug 
at the shank and give the wearer the very desirable 
advantage of a comfortable fit. Many leading retailers 
endorse this important contribution to good shoemaking. 


Manufacturers can procure these lasts or have their 
present lasts made over at any of our eight plants 
shown on the opposite page. 





When writing advertisers please mention Boot and Shoe Recorder 
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The United Last Com- 


pany operates these 


modern factories in 


eight important terri- enenane 7 sea co., 


FITZ BROS. CO. 
BROOKLYN, N. Y. 


i ceatiliiaiatnel tories. Its facilities for 
style and service are 
constantly available 
to the shoe manufac- 
turing industry. 


: - 
BR BROTHERS Co 


ce il ase 5 EE 


UNITED LAST CO. 
BROCKTON, MASS. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 


UNITED LAST CO., LTD. EMPIRE LAST WORKS 
MONTREAL, P. Q. ROCHESTER, N. Y. 
r " ’ t 
. a i 


KRENTLER BROS. CO, 
ST. LOUIS, MO. 
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A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
MEET . 
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WANT AD 


> 











SALESMEN WANTED 








SALESMEN WANTED 


LINE WANTED 











FULL TIME SALESMEN 


wanted. Complete in-stock line of stitch- 
downs, prewelts, turn slippers and novelty 
shoes. Commission basis only. Southern 
States and Middle West territories open. 
State fully experience, territory covered and 
references. 
Address E-463, care 
BOOT & SHOE RECORDER, 
239 West 39th Street, New York, N. Y. 








If your territory is Eastern Pennsy]- 
vania, Indiana, Illinois, Wisconsin or 
Florida, you can have the fastest-sell- 
ing slipper line in the country. Straight 
commission. 
THE GEO. N. COHEN CO. 
SLIPPERS AND BEACH SANDALS ALWAYS 
AT LESS 


81 Reade St. New York City 








Specialty Salesmen Wanted 
For medium-grade women’s high-style novel- 
ties in stock. Established trade. Strictly 
commission. Virginia, Delaware, Maryland 
and metropolitan Chicago district. State ex- 
perience and list of accounts sold. Can be 
sold with non-conflicting line. Apply 


HANNAHSONS 


Haverhill, Massachusetts 











SALESMEN: To carry exceptional, complete 
line of ornaments and bows for opera pumps. 
Most territories open. This is not merely “an- 
other line’ of ornaments; we are selling both 
the biggest chains and finest retail shops. 
Liberal commission basis. Please give full in- 
formation. Address E-459, care Boot & Shoe 
1. 239 West 39th Street, New York, 





WE have an opening for a resident salesman 
located in Detroit covering the city and 
state of Michigan. For a snappy line of 
Women’s Novelty Shoes in stock to retail from 
$2.00 to $4.00. One with experience that can 
furnish satisfactory reference. No other need 
apply. BETT SHOE CO., INC., 58 N. 4th 
Street, Philadelphia, Pa. 

LESMEN wanted by outstanding rubber 

company. Commission basis, for retail trade 
in Virginia and West Virginia—Eastern Tennes- 
see, North & South Carolina—Western Pennsyl- 
vania. Address E-467, care Boot & Shoe 
ppeaster, 239 West 39th Street, New York, 








HOE salesman to handle fast selling line of 

shoe ornaments as side line, good opportunity, 
commission basis, state references and territor 
in first letter. Address E-442, care Boot 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





ALESMEN — Experienced selling volumes 

popular priced stitchdown shoes. Southern- 
Southwestern, Western and partial Midwestern 
territory open. State detailed qualifications. 
Address E-410, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





SALESMAN calling on dealer trade can make 
satisfactory extra commission money selling 
Racine metallic shoe display racks. Modern, in- 
expensive, varied in size, they interest every 
retailer. Carrying samples not necessary. Pic- 
torial sales book supplied. Write Imperial Bit 
& Snap Co., Racine, Wisconsin. 


SALESMAN :—for Texas, Oklahoma, Arkan- 
sas__ territory — STITCHDOWNS, PRE- 
WELTS, SHADOWELTS — Complete _ line, 
several grades each construction, fast patterns, 
popular prices, volume case lot business only, 
strictly commission basis, excellent opportunity 
for real volume selling salesman only. Write 
particulars stating territory covered, naming ac- 
counts sold, volume of business recently, quali- 
fications and references. Address E-460, care 
Boot & Shoe Recorder, 239 West 39th St., 
New York, N. Y. 








BUSINESS OPPORTUNITY 





SHOE Style Service for alert shoe manufac- 
turers and pattern makers, keeps you well in- 
formed, unique idea only $2.95 weekly. Address 
E-457, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








WANTED TO PURCHASE 





OUNG MAN desires shoe store for reason- 

able cash consideration. Address E-464, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





POSITION WANTED 


SHOE STORE MANAGER—34 years old, 
experienced in all phases of shoe retailing, 
buying, merchandising, supervising, now em- 
ployed—available Nov. 15. A-1_ references. 
Will go any place. Prefer large independent 
or small chain organization. Address E-466, 
care Boot & Shoe Recorder, 209 South State 
Street, Chicago, III. 


ANAGER — BUYER—MERCHANDISER, 

age 40. Ten years in above position with 
large department store in Bargain Shoe De- 
partment. Best of references. Available at 
once. Willing to go anywhere. M. C. Good- 
rich, 256 Judson Street, Pontiac, Mich. 

















ANTED — EASTERN LINE. Michigan 
Representative is open for a snappy line of 
Ladies’ novelties, retailing at $1.98 and $2.°8. 
Well acquainted with trade. Address E-4(5, 
care Boot & Shoe Recorder, 239 West 39ih 





ANTED Ladies’ novelties, Misses’, Grown 

Girls’ Shoes. Good trade, no advance, best 
commissions, Good trade Ga. & Fla. Felix 
Meyer, P. O. B. 1122, Jacksonville, Fla. 








MERCHANTS’ NEEDS 





WEAVCO DISPLAY FIXTURES 





AT WHOLESALE PRICES 


Write for new catalog 
illustrating show window 
display fixtures. Take ad- 
vantage of WEAVCO'S new 
turer to 
sales policy. Buy retail quan- 
tities and obtain jobbers dis- 
counts. Send tor the catalog 
and jobber's discount sheet 
of America’s outstanding 
display fixture manufacturer 





Write for new catalog 
and details 


Weavco International, Inc. 
214 Institute Place Chicago 











FREE! 


For sampling pur- 
poses, a 25c._ pack- 
age of Hollywood 
Brushless Shoe Pol- 


sh. 

Hollywood Brushless 
Shoe Polish requires 
no brush, is easily 
and quickly applied 
and is the only polish 
od its kind in Amer- 
ca. 


There is nothing 
like Hollywood Brush- 
less Shoe Polish for 
consumer satisfaction 
and repeat sales. 
Send for this FREE package today, with no ol 
ligation to you. Brown or Black. 


FRENCHEE CHEMICAL CO. Inc. 
RICHMOND HILL NEW YORK 




















mum charge 7 


address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
5 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. ; 
> Advertisements for this page must be in our New York office on Friday of the week preceding publication. “¥e¢J 


















BOOT AND SHOE RECORDER, 


November 2, 


1935 








WANTED TO PURCHASE 





in Saint Louis 
NINTH & WASHINGTON 


@ This beautiful 
new hotel is located in 
the business, theatre and 
shopping center of the 
city. Garage service. 


e Iwo 


FAMOUS RESTAURANTS 
Coffee Grill... The Rathskeller 


Visitors who know 
St. Louis stop at the 


Henna 


VICTOR, MANAGER 


viel 


reeks Ras is 





Chicago Stores Featuring 
Higher Priced Shoes 


Cuicagco—Daring and original styles 
in the higher grades are finding their 
way back into the favor of the style- 
conscious woman again, as is evidenced 
by several Chicago stores featuring 
lines to the general public at above 
$14.50 per pair. 

Wolrock & Bauer are showing their 
Salon Originals in extreme high-spike 
heels, short vamp, stubby toe and side 
buckle in black suede with patent pip- 
ing at $14.50. 

Charles A. Stevens & Co. present a 
glovelike kidskin, severely plain and 
giving a tailored effect, with the new 
wide-buckled strap over an open throat, 
with plain, rather long vamp at $12.75. 

O’Connor & Goldberg’s 23 Madison 
East Bootery is featuring cocktail hour 
slippers of rich black velvet set with 
rhinestone eyelets and ribbon tie, with 
an extremely thin high heel at $16.50. 

Marshall Field & Co., in their fifth 
floor women’s shoe salon, are showing 
an afternoon sandal in black or brown 
suede with patent trim and Chinese 
heel at $14.50. Also in the same price 
class is a tailored suede street oxford 
with calfskin trim and four-eyelet tie. 
They come in black or brown, and with 
the stubby toe and very short vamp. 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Etc. 

IRVIN RUBIN 

“The House of Jobs’’ 

89 Reade St. Cor. Church 

Phone Barclay 7-7887 New York City 








CASH FOR BRANDED SHOES 


RETAIL OR FACTORY STOCKS 
References: I. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostonian, etc. 

BARIS SHOE COMPANY, Inc. 


79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 5181 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 

















Shoe Store Moved 


PASADENA, CALIF. — Barnett’s Boot- 
ery which has been operated for seven 
years at 161 East Colorado Street, 
Pasadena, a unit in a chain of five 
stores, is closing its doors here Nov. 
1. The manager, R. G. Givens, is going 
to the main Barnett store in Long 
Beach. 

The Barnett Company held its 
grand opening Oct. 5 for its fine new 
store at 807 State Street, Santa Bar- 
bara, the store which takes the place 
of the one closed at Pasadena. This 
latter store is one of the largest and 
finest in the chain and will be man- 
aged by J. A. Rickard, formerly con- 
nected with Gallen Kamp’s in Santa 
Barbara. Other stores operated by 
this company are located at Hunting- 
ton Park, Santa Ana, Inglewood, and 
Long Beach. 

Four shoe stores featuring popular 
price merchandise have retired from 
the Pasadena field in the last two 
months. These include Barnett’s, 
Stoner’s, Kirby’s and Irvine’s. The last 
named was individually owned, the 
others were all units in chains. 








STOR Gut 


THE PROFIT-FLASHER 
tells instantly the percentage of 

between any cost and any 
selling price. 


Cost may be either per unit or 
per dozen. 


Vest t Pocket Size 


PROFIT-FLASHER 


FIGURES MARKUP /NSTANTLY 


EVERY BUYER NEEDS A\ 
PROFIT-FLASHER 

It saves time. Prevents mistakes. 

Ten day money-back guarantee. 

Full instructions on back. 
ORDER ENOUGH TODAY 
MURRAY C, FRENCH CO. 
540-16th St., Denver, Colo. 
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MERCHANTS’ NEEDS 





Get your nn of ‘Dancing 

P xFF Dollars.”’ An interesting and 

ene folder that tells 

shoe men how to attract 

a very enteae and niahly profitable 

trade. Write SELVA & se" , Inc., Dept. 
“B,”’ 1607 Broadway, N. Y. 





NO SHOE STORE 
CAN AFFORD TO BE WITHOUT 


PARAGON 


Stretcher 


Made in U. S. A. 


Small, compact, but a complete and 
perfect manipulator 


It stretches—it eases vamps — it 
lengthens—it eases bunions. 
It lasts a lifetime. 
Price complete including 3 lasts, vamp 
easer and bunion irons $15.00. 
Order through your findings dealer. 


LAING, HARRAR & CHAMBERLIN, Inc. 
SOLE AGENTS 
43 NORTH THIRD ST. — PHILADELPHIA, PA. 

















New Cutler Policy 


CHIcAGO—Cutler’s, operating seven 
shoe stores throughout the Chicago 
area, have embarked on a new merchan- 
dising policy, with just one price 
throughout all their stores, $3.70. 
They are now featuring a completely 
new line of highly styled footwear, all 
said to be based on the Hollywood style 
influence. 

The Cutler stores have been announc- 
ing this new venture to their trade 
with a well planned series of newspaper 
advertisements and very attractively 
trimmed windows. With these an- 
nouncements they have also been tell- 
ing the story of the opening of their 
new style office, located at 1201 E] Cen- 
tro, Hollywood, Cal. John Peterson, 
manager of the State Street store, 
says: 

“With this new set-up we are able to 
give our customers excellent quality, 
highly styled shoes at a price they like. 
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To 
Our Advertisers In This Issue 





Runs Unique Series Ads 


ATLANTA, GA.—A series of eleven 
unique advertisements were run by the 
George Muse Clothing Company re- 
cently, when Major Bowes compli- 
mented Atlanta on his radio program 
and his amateurs were featured at 
Loew’s Grand, Atlanta theatre. 

Each day during the week, some new 
item received by the store and not yet 
offered to the public was featured as 
one of Muse’s “Amateur Week” spe- 
cials. In addition to shoes, such items 
as suits, shirts, ties, pajamas and 
lounging robes were featured, one each 
day, with the result that record sales 
for the day and week were made on 
each of the items. 

In one instance, Muse took advantage 
of Amateur Week to introduce to the 
public a new line of shoes, Town Talk 
Shoes, designed for and named by the 
George Muse Clothing Company. 

Each advertisement carried the illus- 
tration of a radio tower and micro- 
phone to identify it as one of the series 
and, while Atlanta merchants reported 
the most successful tie-ins with Major 
Bowes’ Amateurs of any event of its 
kind in the city in recent years, the 
George Muse Clothing Company took 
exceptional care in the preparation of 
its advertising and displays and had 
very gratifying results in consequence. 


William Schwartz Injured 


DETROIT, MicH.—William Schwartz, 
owner of the Schwartz Shoe Company 
at 116-17 Dexter Boulevard, was in- 
jured Sunday in an automobile accident 
on the east side of the city. He suffered 
leg injuries which required several 
stitches to be taken, but was confident 
that he would be back on the job by 
the end of the week. 


Cogswell Representing 
Vogel-Patton 


Boston, Mass.—Clarence N. Cogs- 
well who for many years past has been 
calling on the Pennsylvania, New York 
State and New England trade is to 
resume his visits and acquaintance with 
his trade on or above Nov. 1. “Coggie” 
is to be the introducer of the new line 
to be put out by Vogel-Patton Shoe Co. 
with factory in Neenah, Wis. The line 
includes women’s sport, and durable 
shoes to retail at prices at which good 
shoes can be bought. His territory will 
embrace all New England with Eastern 
Pennsylvania and Eastern New York 
State. 





BOOTS AND SHOES 


ABBOTT ORGS: SHOE GO: Andover; Masts... 6o ice sles od ses deve Ses bec abe 56 
BASS, GEO. H., CO., Wilton, Me.. Fiche aco mimcahene aceite 
BOOTH, WALTER, SHOE CO.. iiaenhen: Wis. 

BROOKS SHOE MFG. CO., Philadelphia, Pa 
CAMBRIDGE RUBBER CO., Cambridge, Mass 

CHIPPEWA SHOE MFG. CO., Chippewa Falls, Wis. 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass. 
ENNA JETTICK SHOES, INC., Auburn, 

Pe, ees ig a he  naTICL. WAASS.. «5 565 ono ccc bss-ojeecscs 06/358 op econ eieane ais 
FLORSHEIM SHOE CO., Chicago, III 

FREDERICK SHOE CO., Derry, N 

GREEN SHOE MFG. CO., Boston, Mass... 

GREGORY & READ CO., Lynn, 

HANNAHSONS SHOE CO., Haverhill, Mass 
KIRKENDALL BOOT COMPANY, Omaha, Neb 
KRIPPENDORF-DITTMANN CO., Cincinnati, 

AUMBARD SHOE CO., Auburn, 

MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass 
O'DONNELL SHOE CO., Humboldt, Tenn 

OWENS SHOE CO., Salem, Mass 

PIED PIPER SHOE CO., Wausau, 

RACINE SHOE MFG. CO., Racine, Wis 

ROVICK THEATRICAL SHOE CO., Chicago, III 

SELVA & SONS, INC., New York City 

THOMPSON BROS. SHOE CO., Brockton, 

TUPPER SLIPPERS, INC., New York City 

UNITED STATES RUBBER PRODUCTS, INC., New York City 
VAUGHAN-TOWLE CO., Wakefield, Mass 

VITALITY SHOE COMPANY, St. Louis, Mo 
VOGEL-PATTON SHOE CO 

WEIL, M. K., SHOE CO., St. Louis, 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., New York City 
COLONIAL TANNING CO., Boston, Mass 
EINSTEIN, J., INC., New York City 
EVANS, JOHN R., & CO., Camden, N. J 


HUBSCHMAN, E., & SONS, Philadelphia, Pa 
KISTLER LEATHER COMPANY, Boston, Mass 
LIMA CORD SOLE & HEEL CO., Lima, O 
PANTHER-PANCO CO., Chelsea, Mass 
VAN TASSEL LEATHER CO., Norwich, Conn 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


FRENCHEE CHEMICAL CO., Richmond Hill, N. Y.. 
SPAULDING FIBRE CO., No. Rochester, N. H.. 
UNITED LAST COMPANY, Boston, Mass 

UNITED SHOE MACHINERY CORP., Boston, 


SHOE ACCESSORIES 


LAING, HARRAR & CHAMBERLIN, dencmmensaie Pa... 
P-J SPAT CO., Gloversville, N. Y....... 
SIMPLEX SHOE TREE CO., Chicago, 


STORE EQUIPMENT 


Piviosuner fUAte GLASS GO., Pittsburgh, Pa........ 2... 2.06... ete cceececcees. 
WEAVGCO INTERNATIONAL, INC., Chicago, Ill.............. 00sec cesses ce cneeens 


MISCELLANEOUS 


AMERICAN WEEKLY, New York City.. 

BARIS SHOE COMPANY, New York City. . 

HOTEL CORONADO, St. Louis, 

HOTEL GOVERNOR CLINTON, New York City 

HOTEL LENNOX, St. Louis, 

HOTEL PICCADILLY, New York City 

IRVIN RUBIN, New York City 

KIRSCH-BLACHER CO., INC., New York City 
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SHOE DESIGNED 


by , 
HELEN KOZAK 4 


For the softer dresses of the new season, promote a town 
shoe. This sabot strap on a high heel is new; it's at its best in 
fine-grained, flexible New Castle kid. Detail it in Marine Blue, 
No. 1330, for wear with navy-blue (bigger than ever), gray, gray- 
blue, and bright colors. 


Vow Cnrsl CPs Allked Kd Cri, 


100 Gold Street, (New Ohh Cry 
d as second class 


Vol. CVIII, No. 10, BOOT AND SHOE RECORDER, published every Saturday by Chilton Company (Inc.), Chestnut and 56th Sts., Philadelphia, Pa. Entere< 
matter November 23, 1932. at the Post Office in Philadelphia under Act of March 3. 1879. Subscription price $3.00 per year. Printed in U. 8. A 

















ization for the ultimate in accomplishment. 


In every shoe factory and bootery, Levor white kid commands the confi- 


dence that can come only from long and highly satisfactory experience. 


Hy 


There is satisfaction in producing and selling shoe of ¢ @a leather which 





eoeeese® 





@ LEVOR & CO., 


GLOVERSVILLE 


_ NEW YORK 
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HeeB> (UALITY 
BUILDS GOOD WILL 





HOOD FEATURES MAKE 








FLEXIBLE 
RUBBER FOOTWEAR 





Hood Flexible Rubber Footwear is a natural 

for easy selling. It gives the comfort and 

light weight with real wear people have 
ways wanted. 











HE quality Hood builds into 

rubber and canvas footwear 
is mighty important to you. Be- 
cause poor quality makes a cus- 
tomer dissatisfied with your store. 
And there are scant profits in 
dissatisfied customers! 


The modern vulcanizing equip- 
ment in the Hood plant includes 
a battery that is one of the largest 
in the world. Hood’s thorough 
and up-to-date vulcanization 
methods are made possible 
through the vast resources of the 
Hood Rubber Company. It takes 


YOUR SELLING EASIER 


such costly equipment and years 
of successful experience to really 
know how to properly vulcanize 
rubber footwear to assure the 
quality found in Hood products. 


You can play safe with the repu- 
tation of your store by stocking 
the Hood line of rubber and 
canvas footwear. For Hood puts 
quality first. Quality in raw ma- 
terials—in manufacture—and in 
designing and styling the kinds 
of footwear people want, and 
will come back for. 


HOOD RUBBER COMPANY, INC., Watertown, Mass. 


Branches at Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; Chicago, Ill.; Cincinnati, O.; Cleveland, O. : 


Dallas, Tex.; Denver, Col.; Detroit, Mich.; Kansas City, Mo.; Los Angeles, Calif.; Minneapolis, Minn. ; 
New York, N. Y.; Philadelphia, Pa.; St. Louis, Mo.; Salt Lake City, Utah; San Francisco, Calif.; Seattle, 


Wash.; Syracuse, N. Y. 





This is one of a series of advertisements on many features of Hood Rubber Footwear that help you build sales and profits. 





When writing advertisers please mention Boot and Shoe Recorder 





BOOT AND SHOE RECORDER, November 9, 1935 


THE ANSWER 


TU your 
STOCK PROBLEM 


or 


MENS LAST 


At 


S$068—Black, 8067—Tan, Mel-O-Wax Calf Bal 
Oxford. 


A SMART DRESS NUMBER. 


$082—Black Mel-O-Wax Calf Bal Oxford. 
CONSERVATIVE STYLE AND COMFORT. 


$060—Black, S065—Tan Mel-O-Wax Kid Blucher 
Oxford. 


OUTSTANDING FOR COMFORT AND FIT. 


3070—Black Mel-O-Wax Kid Blucher Oxford. 
JUST RIGHT FOR VERY WEAK FEET. 


Every dealer has the problem of trying to carry enough styles 
to please people and enough sizes to fit them properly. These 
new Health Spot lasts are the answer to your stock problem 
because :— 


(1) They range from a strictly “corrective-comfort” last #1 
to a “style-dress” last #4. 


(2) They feature two black kid bluchers, S070 and S060 
and two black calf bals, S082 and S068, carried in stock 
in a long range of sizes and widths. S065 Brown 
Kid and S067 Tan Calf are also carried in stock. You 


FOUR NEW HEALTH SPOT LASTS 


formen 


are sure of prompt mail order service on these numbers. 


(3) They allow you to concentrate your stock. You do not 
have to buy four or five different lines to get the variety 
you need to give good service to all types of feet. 


These new Health Spot lasts are the result of vears of experi- 
ment and research. They have been perfected through the 
combined efforts of our Research Dept. and our Last Maker. 
These lasts represent an important development in_ last 
making and the shoes made over them are far superior in 
fitting and comfort qualities than any yet produced. 


These four new men’s lasts with the four new Health Spot women’s lasts 
give the most complete and practical set-up that has ever been offered shoe 
dealers. Careful thought has been given to working out this arrangement 
and by following it you can do the most business on the least investment. 


Write for complete information 


USEBECK SHOE COMPANY 


Danville @ 


Illinois 
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To have demonstrated a high standard of 
value as in Washette Calf—an easily cleaned 
washable leather — implies comparison and 
imitation, but not duplication. Its successful 
manufacture and promotion were accom- 
plished only after many years of technical re- 
search, of experimentation, and of practical 
demonstration—both in tannage and finish. 
. .» Because it adds both to the style and prac- 
tical value of men’s and women’s dressy foot- 


¢ 


wear, its deserved success is causing others to 
claim the same distinctive features found only 
in Genuine Washette Calf... . A duty, there- 
fore, devolves upon us to warn both manufac- 
turers and merchants to beware of imitations, 
which necessarily are far afield of being a 
duplication of our tanning processes. Washette 
Calf is the preference of discriminating stylists 
of fashionable white footwear. Produced also 


in pastel colors. 


LEATHER ee 


A Complete Service in Fine Calf Leathers 


GIRARD, OHIO 
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1 At the step-off. Note that 
ARCHSMITH Support is mod- 


2 Now the entire body weight ison © 


the foot and ARCHSMITH Sup- 
port yields fully and naturally 
under the pressure. 


@ As accurately, as smoothly, as easily as aerialists 
synchronize or time the swing of the trapeze and the 
convolutions of their bodies, so do ARCHSMITH 
Synchro-Flex Shoes synchronize with the cycle of 
movements of the foot in action. Shoes and feet meet 
in harmonious performance. 

This revolutionary advance has been accomplished 
by long, expert study of and discoveries about the 
behavior of live feet in action. The principle of 


ARCHSMITH Synchro-Flex Shoes embodies a new, 


scientifically accurate system of foot measurements; 





\. 


A At top of stride. Pressure is completely 
released and live ARCHSMITH Spring 
rises smoothly, with foot pro- 
viding continuous, syn- 
chronized support. 


3 The foot begins to rise and 
ARCHSMITH Spring Action rises 
with it in perfect harmony 
with foot action. 


Ww A 


proper allowances for stress and strain; natural sup- 
port and stimulating spring action. These combined 
features assure unequalled comfort and fitting qualities. 
The first reaction of both dealers and wearers to 
ARCHSMITH Synchro-Flex Shoes is astonishment that 
such comfortable shoes can be so smartly styled! That 
today’s requirements are so ably met in one shoe. 
ARCHSMITH Synchro-Flex Shoes afford you an 
opportunity to build a bigger, more profitable and 
permanent trade. A complete descriptive booklet and 


stock catalog is ready for you. Write for it. 


ARCHS MITE 


. Flexible Live Spring Action beneath the Inner Longitudinal Arch. 
. Firm support for the Outer Longitudinal Arch. 
. Thin Cushioned Metatarsal Control. 


ARCHSMITH 
Synchro-Flex 
Styles are priced 
at $6.00. (With 
Cookie Insoles, 
$6.50.) 


toe room. 


normal position. 
Made Under 


J. P. 


MANUFACTURERS OF SMITH SMART 


Sangamon and Huron Streets e 
SHOES FOR MEN AND WOMEN...AND DR. A. REED CUSHION SHOES FOR MEN 


. Smartly styled, scientific balanced lasts which insure correct body posture and ample 


. Specially designed, broad shanks which hold the transverse arch permanently in 


Government Patents Exclusively by the 


SMITH SHOE COMPANY 


Chicago, Illinois 
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Millions of steps a day for nearly half a century— 
light, feminine footsteps on rainy avenues; sturdy 
footsteps in industry and on the farm, flashing feet 
on basket ball or tennis courts—have proved that it 
pays to wear Ball-Band, the footwear with the famous 
Red Ball trade-mark. Today 10,000,000 people know 
from experience that it pays to wear the best. 


Ball-Band is preferred not only for the long, useful 
service it gives, but also for its correct design and 
smart appearance. A glance at the models shown 
will give you an excellent idea of the completeness 
of this line for every member of the family. Call on 
your Ball-Band dealer. Look for the femous Red Ball. 
Ask to see the latest Ball-Band styles and features. 
If you don’t know your dealer's name, write to us. 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 
467 Water St., Mishawaka, Ind. 


- 











More than 15,000,000 readers, many of them in your community, will see the 
advertisements shown on these two pages. Yet, this is only a small part of the nation- 
wide campaign which is backing up 60,000 Ball-Band dealers this Fall and Winter 
in their profitable selling of this footwear with the familiar Red Ball trade-mark. If you 
are not now selling Ball-Band Footwear it will be worth your while to give thought 
to the advantages of selling a line which, for so many years, has established such con- 
sistent records of customer satisfaction and dealer profits. The new 1935-36 Ball-Band 


catalog, with a host of profitable items, many of them new, is yours for the asking. 
Write for it and also for the full story of the aggressive advertising program which is 


making the famous Red Ball even more widely known as the “Mark of Better Footwear.’ 


MISHAWAKA RUBBER & WOOLEN MFG. CO., 280 WATER ST., MISHAWAKA, INDIANA 











BOOT AND SHOE RECORDER, November 9, 1935 


&rAMOUS 


Just as our great NIAGARA FALLS are 
well-known to every American, BUSTER 
BROWN SHOES are famous throughout 


the Nation as the outstanding value in shoes 


for boys and girls of all ages. 





Misses’ Gun Metal Calf Sport Blucher Oxford, Black = 
Basket Weave Print Saddle, Plain Toe, California Seam JANUARY 1936 
Vamp, Brownkrom Sole, % inch Rubber Top Heel, Welt. 


Skippy Last. A, B, C, 1214-3 $2.00 NATIONAL SHOE FAIR 


Sold by high class stores everywhere. 
5/6 7 8 9)10 11 


Wwowrs Saoe Gowigeinny VISIT US—Rooms 628-630 | 


MANUFACTURERS - ST. LOUIS, MO. Morrison Hotel—Chicago | 


Also makers of Brownbilt and Air-Step Shoes 
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To Tue TRADE 


BUCKO CALF is a registered trade mark, 
number 295,780, owned by the Hunt- 
Rankin Leather Company. Unless actu- 
ally produced from our genuine BUCKO 
CALF, footwear can not be advertised 


nor sold as such. 


HUNT-RANKIN LEATHER COMPANY 
106 Beach Street, Boston 
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GIVE NOW 


KEEP YOUR RED CROSS 
ALWAYS READY TO SERVE 
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RED CROSS ROLL CALL, NOVEMBER 11-28, 1935 


YOUR MEMBERSHIPS IN NEW YORK CHAPTER PROVIDE 
Disaster Relief—First Aid—Life Saving—Braille for the Blind—Help for 
Disabled Veterans—Home Care of Sick 


Send Your Memberships to 
NEW YORK CHAPTER 


American Red Cross 
315 Lexington Avenue . . . New York 
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Second Prize 


Third Prize 


GRAND PRIZE 


A $5. State Prize for Every State in the Union 


How Would You Sell More 


Here is a chance to get that new store front 
or the money necessary to install a new in- 
terior in your store . . . or take that long 
planned trip to Florida this Winter. Beacon 
Falls firmly believes that it has at present a 
very effective promotion program, but they 
do not want to overlook any bets. In the past 
the best sales ideas have come direct from you 
shoe merchants, salesmen and buyers, and 


‘Canvas Shoes Ait a Profit? 


Beacon Falls believes that there are still plenty 
of good ideas in Retailers’ active minds the 
country over. Perhaps it is a novel window 
set-up, a local contest or promotion, or some 
interesting, practical plan that you have 
worked out. We want them and are willing 
to pay for them. If your idea is accepted you 
have a chance of winning a grand prize of 
$200 or several other valuable awards. 


The conditions are very simple. Get in touch sh 
with your Grips Salesman without delay or 


send the attached coupon for an Entry 


Blank. Put the old brain to work. The Con- 


test closes December 15, 1935. The simplest 


idea may bring you that extra $200. 


Sales Idea Contest Editor 
Beacon Falls Rubber Company 
Beacon Falls, Conn. 


that will help me win that $200. 


Name 


See eee eee eae aan 1 


Address 
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Please send me information and blank 
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If a business could retain every customer who ever bought from 
it, that business would be prosperous indeed. Such a situation 
may not ever be possible of realization—but there is a way to 
save a goodly number. Sell quality merchandise—nothing is 
better able to cement your customer relationships than shovs 
that deliver more than is expected of them in wear and lasting 
good appearance. Florsheim Shoes are made to do just this— 
and have been so made for nearly half a century. That’s why 
they outsell all other fine footwear by long odds. Our repre- 
sentatives are on the road with their Spring and Summer 


samples—one of them will gladly call upon request. 


In Stock: 


THE Dart, S-513, in black Radio cal}: 
also in brown, S-514 


RETAILING AT J 75 


w TU 


HE FLORSHEIM SHOE 


? 


THE FLORSHEIM SHOE COMPANY. e Manufacturers CHICAGO 
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